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Compare Capitol U.L. Unions with 
any other unions. Check workman- 
ship, dimensions, weight, and fin- 
ish; perform any test within their 
pressure rating — then, compare 
prices. \ 


Listed by Underwriters’ Laboratories 
for use with all piping applications, 
including. hazardous liquids up to 
250= Steam Pressure. 





@ Larger sizes, are all forged-steel, 
smaller sizes machined from solid 
bar steel. High tensile strength — 
no porosity — no sand holes. 


@ Packaged in convenient quantities 
with each carton displaying the U.L. 
Seal. 


MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 





FOR P ROFIT STANDARDIZE 


It's a safe bet this man is enjoying a profitable operation because he stocks Southern 100% 

Screws. Southern fasteners are profit-partners in stores everywhere because they are 

pre-sold to your customers in national craftsmens' magazines, and because once your ON SOUTHERN 

customers use quality fasteners by Southern, they remain Southern customers. FASTENERS 
Standardize on Southern Screws for profit. Stock 'em in the handsome new Sou- 

thern package with the EZ to C© label — the package with the NRHA approval — or buy 

‘em for bulk customers in Southern’s new 275# test carton. Put Southern Screws in b> 

your want book today — or call your wholesale distributor right now! mb a> Ir, 
Manufacturing and main stock in Statesville, North Carolina. Warehouses: New p= al cml 

York « Chicago + Dallas « Los Angeles. ee 


Wood Screws ¢ Stove Bolts +« Machine Screws & Nuts « Sheet Metal Screws « Carriage Bolts * Wood Drive Screws + Dowel Screws 
© aR ey "i ‘i 4 Be , 
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Handles designed and made by Danco Mfg. Co.—a Nicholson subsidiary 


To faster sales... bigger profits with this 
Nicholson or Black Diamond file display 


Here’s an inviting idea . . . it almost says to your 
customers, “‘Need a file? Help yourself!” 


Hung on pegboard or placed on counter top, it 
will stop shoppers cold. They’ll see the new Hi- 
Impact Plastic handle. They’ll like the clean appear- 
ance of the 48 assorted factory-fresh files under the 
airtight skin pack. They'll notice the uses for the 
files printed on the bright orange cards. And your 
customers will see that the price is right. 


Add up all these selling “extras.’”’ You'll see 
why this display makes sale after sale . . . $12.10 in 
effortless profit. 


To get this display, call your regular Nicholson 


or Black Diamond wholesaler and place your order. 
Nicholson dealers order NH-48 Assortment. Black 
Diamond dealers order BDH-48 Assortment. 


HERE’S WHAT YOU'LL MAKE 
RETAILER'S COST $24.20 


RETAILER'S SELLING PRICE $36.30 
RETAILER'S PROFIT $12.10 


NICHOLSON «=. 


NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 


Want more facts? Circle 102, p. 41 
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to our Distributor and Dealer friends... 


e For over half a century the American Chain & 
Cable Company has maintained a warm and 
cordial working relationship with its many 
distributor and dealer friends in the hardware 
trade throughout the country. We fully appreciate 
that this relationship has been largely responsible 
for the growing consumer acceptance our chain 
products have enjoyed. 


Certainly, the availability and acceptance of any 
product or line by the ultimate user is dependent, 
to a large degree, on the men who distribute and 
sell them. And so, as we start another year in 
business together, the American Chain & Cable 
Company would like to say, 

“HATS OFF to our Distributor and Dealer friends 

for a job well done!”’ 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa., *San Francisco, Calif. 


Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore. *San Francisco 
Stocks 


*indicates Warehouse 


Want more facts? Circle 103, p. 41 
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Editorial 


by W. A. Phair 


Se ee 6 ell it more often... 


William A. Phair, edit: , , . 
E. L. Bor f “Why buy at regular retail prices from a regular retail store, when 


you can save real money at Joe’s discount store.” 





' Washing! in | : . : ; 
M. Baie, W: ten ae | This type of radio commercial can be heard almost any day in 
Rolph W. | every sizeable city in the country. In between repetition of this com- 
Whe Makes ft” Directory editor ) mercial, there will probably be several other stores boasting about 
Paul Wooton | discount prices on national brands on almost every product you can 
Washington member editorial board | imagine, including many hardware items. 


Robert Gunning Associates 
Readability consultants 


1 As I sat listening to one of these commercials the other day, I took 


ee Reali tenia out my pencil and did a little figuring. This discount house was 
BUSINESS STAFF i using a radio station whose chief audience was located an average 

c. C- C. feed. advertisi pesos a | of 20 miles from the store. Evidently the discount house knew from 
manager Resear ! : , 

Mary K. Dickinson, production aamooer experience that some of the people who heard this announcement 

Regional Offices | would drive that 20 miles. 


Boston Mass. 
John G. sg toh 10 Br St. 
Telephone: Li 


Mok If you assume the cost of running a car to be about 8¢ a mile, and 
"A. Rots | that is a conservative figure, it would cost about $3.20 to drive down 
Felechees Oxters 1300 ee to this discount store and back. If you could save 10 percent on 
Philodetohio 39. Pa i ee | everything you bought, you’d have to spend more than $32 just to 
Chestn , 


ae “4 Sith hae 9.2000 ; | pay for the cost of driving to the store. 


Cleveland 15, Ohio | 

A “ Hort, Je "Bide. ) Despite the logic of this arithmetic, many thousands of people drive 
Telephone: ‘Tower 1-2860 | to this store to buy all sorts of small items. Sometimes the prices 
Detroit 2, Mich. | are cut pretty heavily on promotional items. But on many items of 
714 Stephenson Bidg. | unknown make, the prices are the same or higher than the prices 
Telephone: Trinity 4-1616 of known brands at local stores. Yet, I repeat, thousands of people 


Chicoee 1. itl. | go out of their way to shop in this discount house. 
William E. Comiskey—James L. Phillips 
tek - a hcdelon' 6-2166 

elephone: Randolp It does no good to explain this by saying that consumers are gullible 
San Francisco 3, Cal 


Fronk McKenzie , | and should know better. Criticizing a customer doesn’t get him in 
Market 
Telephone: Underhill 1-9737 | your store. 


Los Angeles 57, Call. 
LM Soonsog 8 S, Alvarado St. | A few days ago I made a point to listen closely to the commercials 


ies we. on the local radio stations. There were dozens of announcements 
John W. Sangston, 32 Peachtree %. Woe talking about the bargains in discount houses, and explaining why 


Telephone: sosteen 3-679 . : : 
ee ed you shouldn’t waste your money in regular retail stores. But not a 
as exas 


Herold t. Molt | single regular retail store said a word about why you should shop 
189 Meadows Building in th 

Expressway at Milton in em. 

Telephone: Emerson 8-4751 


seta Ba Aang = 3 oa | In short, the consumer gets one side of the picture. Why doesn’t 


he hear the other side? We know there is another side to this picture; 
we know there is a powerful story that can be told. But, why isn’t 
it told? 


Se ae 7) 
C. A. Wardley—W 


Can it be that the “regular retailers” are too dignified to fight 
back? Are they just going to sit around and take a beating? The 
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Editorial 


continued 





discount house isn’t afraid of a bare knuckle fight. Are the established 
retailers afraid? 


It seems to me that it’s about time retail promotion shifted a little 
from the usual sales approach and started hitting back at the weak- 
nesses of the discounters. Some folks don’t like to use what they 
call “‘competitive’’ selling. Well, that’s fine so long as the other fellow 
thinks the same way. But it is silly to sit by and get clobbered be- 
cause the competition isn’t finicky about competitive selling. 


Every now and then we run across an example of someone hitting 
back at the weaknesses of the discounters. We have published several 
examples of this, one from Texas and one from Iowa. These two ad- 
vertisements were reproduced in the issues of Nov. 5, 1959, p. 44, 
and Jan. 14, 1960, p. 78. 


Both of these efforts were well handled. But we should have more 
of them. We must tell our story more often. 


Look at yourself .. . 


“Every retailer in the country should read the books on salesman- 
ship which were mentioned in the Dec. 31 editorial, because hardware 
dealers as a group are very poor salesmen.” 


This thought was expressed in a recent letter from a manufacturer. 
It’s an opinion I have heard expressed on many occasions by factory 
men. The implication is always quite clear that while factory sales- 
people are always good salesmen, dealers are always poor salesmen. 


This is not correct and I don’t think it is fair to the retail trade 
to make such generalized statements. Dealers are not as vocal as 
manufacturers, so that we tend to hear only one side of this discus- 
sion. I think we ought to recognize this and avoid criticizing dealers 
unless we are darn sure of our facts. 


The editors of HARDWARE AGE have the opportunity to observe 
the selling skills of all sections of our trade . . . manufacturers, 
wholesalers, and dealers. And from these observations we know that 
you can find poor salesmen among the manufacturers’ men, just as 
often as you find them among retail store operators. 


The dealer sales force is just like any other sales group. There are 
good salesmen and there are poor ones. If we want to comment on 
the poor salesmen, I think, in all fairness, we should acknowledge 
that there are also some real good ones. 


When you stop to think about it, there must be a lot of good 
selling done at the retail level in order to move close to $3 billion 
in merchandise. That’s what dealers will sell this year. 


It adds up to this: We all need improvement. No section of our 
_«trade is perfect. So before we get too critical of dealers, let’s be sure 


we take a good long look in the mirror and check up on our own 
weaknesses. 
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Remember! 


It will pay you to specify our products by brand 
name. They give greater satisfaction because 
they are the toughest* cords made. 


Then, too, Samson cords are nationally adver- 
tised, smartly packaged and carry the Good 
Housekeeping Seal. 


sk Toughest because of their extra thick cover and 
guaranteed balanced construction. 


Samson Cordage Works ¢ Boston 10, Mass. 


Quality Cordage Since 1888 


SPOT PHOENIX AETNA SACHEM TIGER crocus BEAVER TITE-ROPE SUPREME HORIZON 
Cord® Sash Cord Sash Cord Sash Cord Sash Cord Clothes Line Clothes Line Plastic Clothes Line Plastic Clothes Line Plastic Clothes Line 


Want more facts? Circle 104, p. 41 
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State of the Union Message . . . 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


What it means to you 


President Eisenhower and an opposition-con- 
trolled Congress are heading into a slap-bang 
political year. With a presidential election this 
fall, both sides will try to outdo each other in 
helping the voter. 

This is important to you. Some proposals, 
sidetracked for years, now are likely to pass. 
Other measures don’t stand a chance this year. 

President Eisenhower wants to wind up his 
term in the White House with a $4.2 billion sur- 
plus to cut the huge national debt. Chances are 
slim he’ll be able to prevent all, or part, of any 
surplus from being used for new spending pro- 
posals to woo votes. 

Here’s a rundown of major issues in the 
President’s State of the Union and fiscal 1961 
budget messages to Congress: 


INFLATION—The President wants to hold 
spending to $79.8 billion, up $1.4 billion over 
this year. His surplus will come from expected 
booming business, and some new revenue mea- 
sures. Even this plan, with expected tight 
money, could mean a 2 percent jump in prices. 
If the surplus is used for new spending, the 
increase will be higher. 


TAXES—Extension of existing corporation 
and excise tax rates for another year is pro- 
posed. Congress will go along. Both Congress 
and the White House favor requiring self- 
employed persons to pay social security taxes 
each quarter, rather than annually. Some 
special small business tax relief, such as deduc- 
tions for self-retirement and reinvested profits, 
may go through. 
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MINIMUM WAGE—President Eisenhower 
again is urging Congress to extend the mini- 
mum wage-hour law to larger retail stores. 
Indications are that Congress will go further. 
including more stores and boosting the mini- 
mum from $1 to $1.15 or $1.25. 


POSTAL—dAnother 1¢ boost in first class 
and air mail rates is proposed by the President. 
He wants other boosts to wipe out the entire 
$650 million postal deficit. Congress may go 
along. 


SMALL BUSINESS — The White House is 
asking Congress to liberalize the Small Busi- 
ness Investment Company Act to attract more 
lenders to small firms. The lawmakers may go 
further with some special tax cuts or other 
aids. 


HOUSING—A limited new housing program 
is asked by the President. Major aims are eas- 
ing interest rate restrictions to attract more 
mortgage lending, and extending government 
insurance of home repair and modernization 
loans, about to expire. Congressional leaders 
are considering a $1 billion housing program 
to offset an expected dip in building this year. 


FARM—tThe President is again asking Con- 
gress to put farm aid on a more realistic basis, 
mostly by lowering price supports. With a farm 
income dip expected, and an election year, Con- 
gress will undoubtedly not make any serious 
cuts. Congress may even expand farm aid a 
little. 
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In the “Secret Service” series, Master craftsmen bring together 
the two most famous principles of lock-making: 


1. Laminated case construction . . . recognized as the world’s 
most powerful. 

2. Brass cylinder, pin-tumbler locking mechanism... acknow- 
ledged superior security. 


For the finest in padlock protection — offer your customers a 
Master “Secret Service” lock . . . mo greater security at any price. 


Order from your wholesaler 


OTHER OUTSTANDING “SECRET SERVICE” FEATURES: 


* Tough, hardened steel shackle... 
super strength. 
el ' gS * Extra heavy solid brass locking lever. 
ye provides \ a * Cadmium rustproofing throughout. 
moximum a \ : Individually boxed . . . a colorful selling 
oe. Jt | display. 
‘Brass Case 33.75 Available with 11.” to 2%” shackles... 
*h $3.00 retail per dozen extra. 
Master-keyed . . . $8.40 retail per dozen 
extra. 
* Keyed-alike . . . no additional charge. 
9” attached chains . . . $3.00 retail per 


@ Nationally advertised in Saturday Evening Post, dozen extra. 
% Life, This Week, American Weekly, Farm Journal, 
Field & Stream, Popular Science 


Master Jock Company, Milwaukee 45, Wis.© World's Largest Padlock Manufacturers 


Want more facts? Circle 105, p. 41 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Fabulous 50's end strong... 


Retailers marked off 1959 as a record year. Total retail sales for 
the year jumped to an all-time high of $215.6 billion, 8 percent 
higher than sales in 1958. The continuing upward trend of con- 
sumer income and demand, plus a brisk holiday trade, account for 
a large portion of the increase. But for the steel strike, which 
cut the buying power of many consumers, retailers would have 
enjoyed an even greater record. 


Building hurdles obstacles .. . 


Despite mounting interest rates, tighter mortgage money, and the 
effects of the steel strike on building in recent months, the value 
of new construction put in place, all kinds, in 1959 hit the record 
figure of $54.3 billion. This was an 11 percent gain on the $48.9 
billion in 1958, according to the Commerce Dept. Private home 
building turned in the biggest increase. The value of this was 
set at $22.4 billion, against $18 billion in 1958. The building surge 
slackened in December, dropping 7 percent below November, but 
matching December 1958. 


Inventory decline continues. . . 


Manufacturing and trade inventories declined for the fourth 
straight month in November, with retail stocks taking the biggest 
drop. The book value of manufacturing and trade inventories at 
the end of November was estimated by the Commerce Dept. at 
$90 billion. The hardware and building materials group showed 
no change, standing at $2.29 billion. 


Wholesalers plan for 60's ... 


Wholesalers are putting more and more emphasis on better quality 
salesmanship on the part of their traveling men as a means of 
increasing volume. Several wholesalers are tackling the problem 
by underwriting special courses for their salesmen on a variety 
of subjects, including public speaking and intensive product knowl- 
edge. Wholesalers claim courses give their men better presence 
when facing the trade and improve their sales skills. One whole- 
saler pays the entire cost of schooling its traveling men on public 
speaking. Others have adopted a policy of paying part of the cost 
of these courses. 


... turn to page 78 for more news of How’s the Hardware Business 
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Products 
Famous For Quality and Performance 


I Petatelahale(-Mey Cclavdela Qkclae:\ilaslelab4-tome 21. 19°) ae t-ladla-Medielilelal 


* NEW COMPLETE LINE 
* NEW FEATURES 
* NEW LOW PRICES 


The new line of Pincor Mowers is the 
most complete and with the newest 
features: New more powerful Pincor 
Engines; New fingertip cutting height 
adjustments; New stop and go handle 
control. Prices are the lowest, profits 
for you are the highest. 

Other Pincor Products, portable 


electric power tools, gasoline engines, 
and electric generator plants are also 
quality and performance proved 
through years of service—and profit 
making too! 

Write, wire or phone for the New 
Pincor Plan for increased sales and 
more profits from them. 








MODEL 817-E 








th 0 ae emg I 
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MODEL SP-921-8TR 





Wop Mead vw» CLLTXLIA 


made by PIONEER GEN-E-MOTOR CORPORATION 
2841 WestD one tab wh A= Chic aqgo 3% a T —sele r 


‘ =i: a 4s | 


Power Lawn Mowers « Electric Portable Power Tools - Gasoline Engines - Electric Generating Plants 
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A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


Teenagers loom larger in merchandising. The credit trend in the $9 
billion a year teen age market cited by Hardware Age (Aug. 14, 
1959, p. 14) is gathering steam. Credit on everything from So- 
phisticated toys to hi-fi séts being offered in more Sears, Roe- 
buck stores. Numerous other large and smaller stores are finding 
teens an important and growing market through credit. Delinquency 
rate? Uniformly low, merchants agree. Some dealers require par- 
ent's signature, others don't. No store has reported the plan to 
be unsuccessful. Time-pay for teenagers? Why not? 


























Excitement in the paint industry. A new exterior house paint, product of 
six year's research, bows on hardware store shelves and in this spring's 
biggest mail order catalog. A plastic base, instead of conventional oil 
or lead, gives the paint many advantages: Up to 50 percent more wear- 
power; spreads evenly and dries quickly; "breathes" to end blistering; 
takes about half as long to dry as some conventional paints. 


























Option-account credit gains momentum. Option credit is a plan 
whereby dealers convert 30-day charge accounts to revolving 
credit accounts any time the customer runs over the monthly 
limit. By doing this, dealers charge monthly service charges on 
overdue amounts, instead of tying up capital indefinitely. Cus- 
tomers either pay up or pay more. They have no cause to get 
angry at the switchover. Usually, these customers learn to like 
the benefits of a revolving account and stay with it. A number 
of chain stores have tested the option credit idea successfully. 
Other stores, large and small, are now climbing aboard the band- 
wagon. 



































Housewares notes from Chicago. With the 1960 National Housewares Show 

as a pace-setter, 1960 Shapes up like this: Sales strong, prices higher, 
imports heavier, style more important. There won't be much dumping of 
bargain merchandise in 1960. Old fashioned Specials will be fewer because 
factories have their hands full filling new orders. U. S. manufacturers 
will meet import competition by building in more quality and style. 

Metal lines' prices on the rise, 5-10 percent. More boosts are coming. 
Look for price hikes on plastics before long. And look for plastics to 
invade more metal lines such as spreaders, ice chests. 
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Century 


q design stays a 
full year ahead you up on sells for you 
of the field! every cuodl at every level! 


Johnson is famous for Built aaa, & simpler, Trade and consumer print ad- 
“FIRSTS”’. First with ad- When you sell ohnson vertising, movies, » point- 
vanced ‘‘American type’’ you know quality control of-sale, and display . you 
inning reels; first to com ine works for you. Rugged con- name it, Johnson wa it work- 
irect drive retrieve and spin- struction, oee ere ing for you. Item-for-item the 
nin pereeemonees first to compact design plus the biggest ad program in the 
«gy Pee: — ma ero to fairest service policy in the tackle world is Johnson 
across your counter. 


work for you! 


DENISON-JOHNSON CORPOR! MANKATO. 7, MINNESOTA 


Want more facts? Circle 107, p. 41 
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SPRING HARD 


SPECIAL LOW PRICES FOR SPRING PROMOTION 


45 Ss 
Every item a volume seller 


Every item guaranteed 


Every item beautifully packaged 


Promotion Geared for Spring 
“Fix-up”’ Season 


OXWALL TOOL COMPANY LTD. 
 —— es 





Want more facts? Circle 108, p. 41 
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NO. 8041 

60 pc. Rubber Grip Handle Screw- 
driver Assortment in brilliant 
counter display box. The out- 
standing value of the year featur- 
ing new, revolutionary rubber grip 
handle screwdrivers in a free dem- 
onstrator counter display. These 
handles give greater turning power 
and more hand comfort. Blades 
are nickel plated and of hardened 
and tempered too! steel. 
Consists of: 


12-3/16x4 
Cabinet 

12-3/16 x 6 
Cabinet 

12-1/4x4 
Mechanic 


12-1/4x6 
Mechanic 
6-3/16 x 314 
#1 Recess 
6-1/4x4 
#2 Recess 


Each deal in self-shipper; 8 car- 
tons to master; weight of deal 
12), Ibs. 


Reg. Ret. Price 


Made in U.S.A 


NO. 1210 


10 Pc. Twist Drill Set with metal 
Index Stand. A fine item for mul- 
tiple Spring Sales. 10 precision 
ground twist drills in sizes 1/16 
to 1/4” and in standard jobber 
lengths. Special gun metal finish; 
sand blasted, degreased. Features 
free metal index stand and sizer, 
all in brilliant display box 

Of import Origin 


Spec. Ret. Price 
Up to .89 ea. .59 ea. 


Reg. Spec. 
Pk wt. 


1 doz. 4% Ibs. 1.49 1.19 


NO. 1229, 1227 
29 Pc. Twist Drill Sets in metal 
index Stand. Super Speed drills 
of precision ground steel. 29 sizes 
from 1/16" to 1/2", graduated 
by 64ths. Drills sandblasted, de- 
greased and of special gun metal 
finish. Standard jobber lengths. 
Handsomely boxed with free metal 


Ret. Pr. Ret. Pr. 


index Stand and sizer. 


No. 1229 — 29 Pc. Set with 1/2” 


Shanks. 


No. 1227—29 Pc. Set with shanks 


cut down for 1/4” drill. 


Of Import Origin 


NO. 3939 


8 Pc. Socket Wrench Set in See- 
Through Plastic Covered Display 
Box. A top seller all year round, 
this set contains accurately 
broached sockets of special analy- 
sis tool steel, hardened and tem- 
pered for extra strength and nickel 
plated. U/L approved plastic han- 
die. Sockets in sizes: 3/16, 7/32, 
1/4, 9/32, 5/16, 11/32, 3/8, 7/16. 

Reg. Spec 

Pk. wt. 
1 doz. 3), Ibs. 1.79 1.49 
Made in U.S.A 


1229 
1227 


Ret. Pr. Ret. Pr. 


Reg. Spec. 


Pk. . Ret. Pr. Ret. Pr. 
9.98 8.49 
9.98 


l ea. 
l ea. 
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2% 10.98 


NO. 1182, 1183, 1185 


Drop Forged Stillson Type Pipe 
Wrenches. These heavy duty 
wrenches are normally staple sell- 
ers and have been specially re- 
duced in price to yield high volume 
sales. All pipe wrenches are of 
drop forged steel, with fully pol- 
ished finishes and red enamel! 
handles. 

Reg. Spec. 
Pk. Wt. Ret. Ret. 
(ea.) Ibs. Pr. Pr. 
ae % 1.49 1.19 
10” 1 1% 1.79 1.39 
14”"° 1 2% 2.89 2.29 


Of import Origin 


Size 
1182 
1183 
1185 


Spec. 
Pk. Wt. Ret. Pr. Ret. Pr. 
1 doz. 334 !bs. 1.98 1.49 
Made in U.S.A. 


Reg. 


NO. 3959 

13 Pc. Handy Tool Kit in Plastic 
Pouch. A terrific number for all- 
purpose sales, drastically reduced 
for big turnover! Contains 8 open 
and box end wrenches of alloy tool 
steel with 5 pc. inter-changeable 
screwdriver set, containing amber 
plastic handle with aluminum 
screw chuck and 4 inter-change- 
able blades, mechanic, cabinet, 
recess #1 and recess #2. Of hard- 
ened and tempered steel. 


Reg. Spec. 
Ret. Pr. Ret. Pr. 
1.98 
Made in U.S.A. 


Pk. wt. 
ldoz. 5'4\lbs. 2.98 


Want more facts? Circle 108, p. 41 


NO. 3927 

5 pc. Interchangeable Nut Driver 
Set in open face plastic kit. A fan- 
tastic value offered for the first 
time on this versatile set. All nut 
drivers are of hardened and tem- 
pered nickel plated tool steel; each 
size precision made with extra 
heavy walls. Amber plastic, shock- 
proof, unbreakable, non-inflam- 
mable handle. Nut Drivers in sizes: 
1/4, 5/16, 11/32, 3/8. 

Reg. Spec. 
Ret. Pr. Ret. Pr. 
1.98 1.49 

Made in U.S.A. 


Pk. wt. 
ldoz. 4/bs. 


NO. 3995 


5 pc. Interchangeable Ratchet 
Screwdriver Set in open face plas- 
tic kit. This is a quality item that 
will give you top volume at this 
specially reduced price. Housed in 
a beautifully screened plastic kit, 
this set features 3-way one hand 
operation with heavy duty left- 
right rigid eze-turn ratchet action. 
Precision one piece cast ratchet 
with brass gear mechanism. Am- 
ber plastic handle with steel screw 
chuck. Screwdriver blades: 1/8, 
3/16, #0 Recess and #1 Recess 
of hardened, tempered tool steel. 
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\B.EGood rich 


Dealer's Guide to B.F.Goodrich 


garden hose for 1960 


Here is the 1960 line of B.F.Goodrich garden 
hose. Use this guide to order your stock from 
your B.F.Goodrich distributor now. 

B.F.Goodrich garden hose will be featured 
in the NRHA’s Hardware Week promotion in 
April. There are many other sales aids to help 
you sell more hose. 


Ask your distributor salesman how, with only 
a modest inventory, you can serve a// of your 
garden hose customers. For name of your distrib- 
utor and free 8-page booklet giving complete 
specifications and describing free promotional 
materials available to you, write B.F. Goodrich 
Industrial Products Co., Akron 18, Ohio. 


“GARDENERS $4195 KING.SHE SQ)Q5 
¥,° — e 14 %’’ green opaque 9 


Consumer price 


IMPERIAL wre $7195 


‘Guccaean a price 


ies $795 
Consumer price 


\”’ green opaque ** green opaque 
Consumer price Consumer price 


Ridbber 


GARDEN CLUB $675 GARDEN CLUB $ 495 GARDEN CLUB $995 GARDEN CLUB $695 


a price 


SIGNAL 
%e"’ black 
Consumer price 


ei ae 1? = ie 


Consumer price 


B.EGoodrich garden hose 


Want more facts? Circle 109, p. 41 A 
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Want more facts? Circle 110, p. 41 > 





*“BOB CUMMINGS is the 
STAR SALESMAN 


for the all-new Porter-Cable 
SUBURBAN RIDER LINE for 1960 


The entire Bob Cummings family has joined YOUR sales organization to make this your 
biggest selling year ever for Porter-Cable suburban riders! Known to millions as the star of 
TV's popular ‘‘Bob Cummings Show,"’ Bob and his real life family will tell all America that 
yard care is fun with a Porter-Cable rider. And, they'll carry this message in the biggest 
advertising and sales promotion campaign in the industry . . . from big national ads and 
dramatic in-store promotions to colorful selling aids. A complete line of quality riders ...a 
well-known star .. . coupled with a hard-hitting merchandising program add up to the biggest 
dollar profit and the most valuable rider franchise in the industry! 
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The Line is BIG... 
K The Promotion is BIG... 
x The Profit is BIG... 


WHEN YOU HAVE A PORTER-CABLE FRANCHISE 


The big Porter-Cable Deluxe Rider line is an outstanding From the jumbo balloon tires and coil spring suspension 
example of leadership in design and engineering. Every to the famous Speedmatic transmission . . . Porter-Cable 
model features sleek automotive styling . . . husky power Riders are packed with performance features that sell on 
and performance .. . five forward speeds and reverse. sight. Rotary, reel, and battery-operated key-start models. 
Exclusive Select-A-Cut provides 8 cutting heights instantly! Your customer can choose the Rider that best fits his lawn. 


Melinda Cummings 
on the Porter-Cable 
Mark °°30°' Ree! Mower 


Bob and 
3 : Mary Cummings 
Mark “1° g, ac admire the 


Suburban Tractor > an Mark °'26°' Rotary Mower 


Designed and priced for the 
“country gentleman,” 
the new Porter-Cable 

Mark 1 looks and performs 
just like a big tractor. 

And, it delivers more power 

than any other suburban 
tractor in its price class. 
Extra profit, too, from the 
full line of attachments 

and agricultural implements 
which are available. 


Patricia and 

Robert Cummings 
on the Porter-Cable 
Deluxe Power Unit. 


Introducing the all-new Mark ‘‘24”’ Rider with exclusive Porter-Cable 
features at a moderate price. Compare the smart styling, 

the extra long frame for comfort, the engineering and construction, 
the outstanding performance... and you will agree that the 
newest addition to the Porter-Cable line is head and shoulders 
above any other model in its price class. Low-cost attachments 
make Porter-Cable Suburban Riders useful the year 'round.. . 
rollers, gang mowers, garden carts, seeders, aerators, 

lawn sweepers, snow plow-graders. 


Ride along with Bob Cummings and Porter-Cable to your biggest mower 
year ever! For full information write: 


PORTER-CABLE MACHINE COMPANY 


GASOLINE PRODUCTS DIVISION 
S33A MARCELLUS STREET - SYRACUSE 1, NEW YORK 
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You can keep sales volume 


booming all summer 


Here are some ideas on how to keep up sales all through the hot 


weather months by mass merchandising on recreational 


and home improvement lines. 


Summer 1960 poses the usual questions. Should 
the doldrum dog days lull a dealer to close down 
promotions until “business picks up in the fall’? Or, 
should a dealer go after customers who are up and 
doing, buying hardware store products, in spite of 
hot weather? 

If you want to keep up your volume this summer 
here is an idea. Mass display merchandise. Go after 
recreation and home improvements lines. Keep your 


3 

™ Window trim suggests 

, merchandise for rec- 
reational hours. 


spring promotion going through the summer. 

This store-tested idea comes from a dealer who 
used it to overcome the summer doldrums. Sales 
picked up in departments geared to summer promo- 
tions. This dealer found he could make his store a 
summer time supermarket. He believes other dealers 
can maintain sales throughout the summer by using 
this idea. 


Summer is selling time at the Umpqua Valley 
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You can keep sales volume 
booming all summer 
(Continued) 


Expanded paint section keeps on 
making sales throughout the sum- 
mer. 


Hardware, Roseburg Ore. While some retail busi- 
nesses stew in the doldrums, the season from mid- 
spring to mid-autumn provides this dealer with its 
most profitable opportunities. 

Owner George West and manager Kenneth McCoy 
take advantage of the annual exodus to the outdoors 
when summer rolls around. They meet the merchan- 
dising challenge on three principal fronts: 


© Recreation 
® Gardening 
© Home improvements 


As winter expires and customers begin to move 
outdoors, the store attracts them with lavish displays 
of recreational equipment and supplies. 

“Umpqua Valley Hardware has whatever your fam- 
ily needs for rest and sport, from complete camping 
outfits to backyard patio equipment,” advertisements 
announce. 

Sporting goods occupy more than 20 percent of 
the store’s 3000 sq ft of main-floor space. Another 
floor nearly as large downstairs is devoted entirely 
to housewares. 

The sports department, managed by Sturgell 
Walker, is 50 ft long. It includes two and a half 10- 
ft gondolas, of which three sides display fishing gear, 
one side is for picnic items and one side is for base- 
ball mitts and similar small merchandise. 
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Another 6-ft glass showcase contains guns, knives, 
scopes, binoculars and compasses. Fishing rods are 
displayed in racks, and skis are shown above the 
wall cases. 


One entire front window is usually filled with a 
representative selection of all sporting goods sold in 
the store. 


Outboard motors are displayed inside the front 
window. They are only a fraction of the whole stock. 
Mr. West has recently opened a separate marina in 
another part of the downtown district. It is a 3000- 
sq ft store for boats, outboard motors, and trailers. 


Where to set up special displays 


Taking a tip from the supermarkets, Mr. West has 
installed gondola end headers in the sporting goods 
section. Made of perforated board, they are ideal for 
the display of small items, such as prepackaged fishing 
lures, or fishing rods. 


In this department, as throughout the store, all- 
new metal fixtures have been installed, both gondolas 
and wall cases. Departments have been reshuffled and 
in many cases expanded to place more emphasis on 
outdoor needs. 


Recreational equipment is only one part of the 


store’s approach to merchandising warm weather 
needs. 





Lawn and garden lines get floor and wall display 
space. 


Togas 
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Picnic and cook out lines get related merchandise 
display treatment. 
Summer time is gardening time. Roseburg resi- ee | 
dents have made Umpqua Valley Hardware their 
garden needs headquarters. 

To cope with the increased volume in this facet of 
its business, the store management recently beefed up 
its garden displays by adding a 30-ft section. 

Now, in a well-lighted rear alcove, long-handled 
garden tools are suspended in bays on perforated 
board racks. Grass seed and accessory needs are mass 
displayed on a large five-tiered fixture. Two four- 
level islands are given over to the effective display 
of insect and disease treatments, sprays, compressors, 
pumps and sprinklers. 

A separate rack has been built for garden hose, 
which is displayed in both racks and stacks, along 
with spreaders and bulk fertilizers in large bags. 

Mowers are an indispensable part of the display, 
with increasing emphasis on powered lawn tools. 

In deference to the importance of this phase of its 
activities, the store allots a full front window to gar- 
den merchandise. An average window shows an as- 
sortment of sprinklers, long-handled tools and garden 
hose. As an incentive, a free nozzle is given with 
each hose purchase. 

This department in no way resembles the condi- 
tion it was in a year ago, before remodeling and 
expansion. 

While restricting merchandise to a few brands, 





You can keep sales volume booming all summer 
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(Continued) 
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Headers on floor display units for mass showing of fishing lines. 


management has vastly increased the stock of insecti- 
cides. It has built up its key lines, and added to se- 
lections of spreaders, power mowers and tillers. 
Home improvement is such a vital part of summer 
time activities, management decided to revamp the 
paint section. Paints are supervised by Clyde Bond. 
Formerly this department occupied a small, poor 
position up front near the sporting goods. It was 
contained on three shelves holding four cans deep. 
Now the paint section has been enlarged to 40 
linear feet, consisting of eight setback shelves with 
cove lighting. Across the aisle is a table with com- 
partments for the display of brushes and related 
painting needs. 
Since the paint section was given adequate space 
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and display, volume has increased to upwards of 
$30,000 a year. 

A brisk pickup has also been noticed in cleaning 
sundries and other merchandise associated with 
paints. 

While the area around Roseburg is noted for its 
recreational facilities and mild climate, Mr. West 
does not doubt that any dealer can develop his store 
into a local headquarters for home improvement, gar- 
dening and summer fun. 

“The market is waiting to be served, and Ameri- 
cans have been pre-conditioned to be sold,” Mr. West 
points out. “Nothing could be more logical than for 
a neighborhood hardware store to become the summer 
time supermarket.” @ End 





How a dealer 
sells pumps 
to farmers 


Here are ideas you can use to sell more 


pumps to your farm trade. This dealer 


follows through on tips, and keeps a unit 


in his store for demonstrations. 


Visiting with farmers and ranch- 
ers and working with the local 
well-driller produces profitable wa- 
ter pump business for a Texas 
store. 

Recently Bob Ramsey, manager 
and secretary-treasurer of Ramsey, 
Inc., Goliad, Texas, drove to a 
ranch 12 miles from town to de- 
liver some pipe a well-driller had 
ordered. The driller was cleaning 
out an old well on the ranch and 
had found the pipe rusty and cor- 
roded beyond use. 

While talking to the rancher 
about his own well and conditions 
generally, Mr. Ramsey kept his 
ears open for possible sales tips. 
Before he left, close attention to 
the rancher’s remarks paid off. 

“Felix Borger’s talking about 
drilling two new wells on his 
ranch,” the customer commented. 
“Says if he has more wells, cattle 
will walk off less fat. Maybe he’s 
got something. .. .” 

On his way back to the store, 
Mr. Ramsey drove down a lane two 
miles out of his way and talked to 
the other rancher. Sure enough, 
the rancher was about ready to 


have two new wells drilled. 

The short visit led to the sale of 
two new pumps, pipe enough for 
two wells, other incidental hard- 
ware to rig up two wells, and a 
profitable drilling job for the local 
well driller with whom Mr. Ramsey 
works to build pump business. 

Goliad County is in Southwest 
Texas. The lower half of the county 
is occupied by only four ranches, 
four potential customers. That 
leaves only half of a fairly thinly 
populated county (population less 
than 7000) and a town of about 
1700 persons from which to draw 
business. 

That Ramsey, Inc., sells between 
25 and 35 pumps, plus pipe and 
hardware annually is an indication 
that the selling plan is practical. 

“The well driller is the best 
salesman the hardware store with a 
line of water pumps can have,” 
Mr. Ramsey says. “He can be de- 
veloped into a better salesman for 
you if you treat him right and co- 
operate to help him make more 
money.” 

When Mr. Ramsey sells a com- 
plete well job, he calls in the 


Bob Ramsey (left) demonstrates a submersible pump 
unit to a customer. 


driller, there is only one in the 
county, who takes over the job of 
producing the well. Mr. Ramsey 
handles the pump and pipe busi- 
ness. The driller gets his full profit 
from the drilling. 

If the driller creates a job, in- 
cluding pump, pipe, and well hard- 
ware, Mr. Ramsey helps him figure 
the job, assists him in closing the 
sale if necessary, and allows him 
10 percent commission on the 
pump, pipe, and hardware. 

“This allows the driller to make 
some extra money in return for 
helping us to get the pump and 
pipe business,” Mr. Ramsey says, 
“and it actually puts him in the 
pump and pipe business without 
having to invest in a stock or mer- 
chandise. 

“His profit of course is not as 
great on the pumps and pipe he 
sells for us, but neither is his in- 
vestment or risk. The driiller’s 10 
percent is actually net. The sensi- 
ble driller sees the advantage of 
this sort of arrangement, over car- 
rying his own stock of pumps and 
supplies.” 

(Continued on page 75) 
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Out-front displays pull traffic into this hardware store. 


Mass display sells spring goods 


How a dealer boosted volume and profit margin by pulling 


lawn and garden lines to an up-front mass display spot. 


There is still a month or more of 
winter ahead, but now is the time 
to plan your spring lawn and gar- 
den line promotions. 

“Lawn and garden lines are key 
profit makers,’ says a dealer about 
to start his third year of hardware 
merchandising. The dealer is Ste- 
phen H. Carron. He owns Bal-Way 
Hardware in Seattle, Wash. 

Here is why Mr. Carron is en- 
thusiastic about lawn and garden 
lines: 

These lines accounted for $20,000 
of Bal-Way Hardware’s $95,000 
sales last year. 

These lines raised the _ store’s 
margin of profit to 37 percent. 

How did he make this record? 
With mass merchandising methods. 

Mr. Carron bought his store in 
February, 1958. He had 6600 sq ft 
of selling area. Lawn and garden 
lines were scattered throughout the 
store, but for the first year Mr. 
Carron left displays where they 
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were. 

Mr. Carron made his move at the 
beginning of his second year of 
store ownership, in February, 1959. 
He pulled together all lawn and 
garden merchandise into one de- 
partment. This department was lo- 
cated in the right, front corner of 
the store. The sales area was 40 ft 
wide, 20 ft deep. 

The initial 1959 season lawn and 
garden inventory was $10,000, at 
retail. Sales amounted to $20,000 
when the department made way 
last fall for toys. Gross profit was 
about 40 percent. 

“Massing all merchandise _ to- 
gether made a more impressive dis- 
play,” Mr. Carron points out. “Mass 
merchandising increased impulse 
buying. The displays suggested ad- 
ditional purchases.” 

Fertilizer accounted for nearly 
one-third of Bal-Way Hardware’s 
lawn and garden sales last year. 
Mr. Carron keeps one platform fix- 


ture in the lawn and garden depart- 
ment stacked waist-high with fer- 
tilizer. He found it was easier to 
sell fertilizer off the up-front dis- 
play than from the warehouse at 
the rear of the store. 

Hose, also, gets mass display 
treatment. The store stocks cut 
and 100-ft coils, up to %4 in. 

Insecticides have an entire island 
in the section. 

Garden hand tools are on a wall 
display. 

Power mowers are assembled, 
and set up on an in-line display on 
the original packing cartons. The 
store carries an inventory of about 
30 mowers. Sales are 50 to 60 
units. Average sale is about $75. 

“We do not have a time payment 
credit plan, since mowers are our 
only big ticket item,” Mr. Carron 
points out. “However, we do have a 
90-day pay plan, with prearranged 
amounts set up for three or four 
payments.” @ End 





Lawn mowers are displayed in line, on original cartons. Stephen Carron, store owner, on right. 


Mass displays, with tie-in items, form an impressive spring garden center. 
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Are you a good salesman? Try this 
Quiz on handling objections 


You can check yourself by taking this quiz. Remember that there may be more than one 
correct answer. You'll find the answers at the end of the quiz. The article beginning 


on the opposite page tells you how successful salesmen handle objections. 


After you quote a price, you expect the prospect 
to say: 


— A. That's a reasonable price. 
— B. That's too much. 
— C. Why does it cost that much? 


The successful salesman: 
— A. Welcomes objections. 
— B. Anticipates the most frequently raised 
objections. 


— C. Knows that an objection usually means 
the end of the sale. 


Objections have taught the successful salesman: 
— A. That selling is a battle. 
— B. That there is an inevitable conflict of in- 
terest between the buyer and the seller. 
— C. That he needs tools in his selling kit to 
meet objections. 


The successful salesman considers an objection: 


— A. A request for more information. 

— B. A signal on how much selling effort he 
must exert to make the sale. 

— C. A chance to relax while the prospect 
shoots off his mouth. 


While a prospect states an objection, the success- 
ful salesman: 
— A. Leans forward and listens. 
— B. Interrupts as soon as possible to prevent 
a complete statement of an objection. 
— C. Invites the prospect, by his attitude and 
expression, to state all his doubts. 


The successful salesman knows: 


— A. That all objections must be answered 
directly. 

— B. That a complete selling demonstration 
should be made after the prospect raises 
an objection on price. 

— C. That he should refer to objections as 
points or questions, rather than as ob- 
jections. 
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When a prospect raises an objection the salesman 
should: 
— A. Prove the prospect is wrong. 
— B. Set the customer straight, regardless of 
the objection. 
— C. Avoid an argument at all cost. 


The successful salesman knows that an objection 
means: 


— A. That the prospect has given a real rea- 
son for not buying. 

— B. That the salesman must figure out what 
the prospect means. 

— C. That the objection means the prospect is 
not interested. 


The successful salesman's best tool in meeting an 
objection is: 

— A. The "yes... but" tool. 

— B. The direct denial. 

— C. The ridicule and laugh it off reply. 


If a prospect raises a solid objection, the success- 
ful salesman knows: 


— A. That the sale is lost; there is nothing else 
to do. 

— B. That the salesman can use the compen- 
sation method. 

— C. That a solid objection seldom is raised 
these days. 
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Answers to quiz. Please turn page upside down to read. 
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You can be a better salesman if you know 


How to meet objections 


Don’t lose a sale because a prospect objects to your 


price, criticizes your line, or praises a competitor’s product. 


by Frank Goodwin 

Professor of Salesmanship 

College of Business Administration 
University of Florida 

Gainesville, Fla. 


If there were no objections, there would be no 
salesmen. All selling would be done by advertising, 
display, and self service. 

We do have objections. So we have salesmen. 

The manner in which a salesman meets objections is 
probably the best single basis we can use for classify- 
ing him as an “Average Salesman” or a “Good Sales- 
man” or a “Successful Salesman.” The successful 
salesman has effective tools for meeting objections, 
and he knows how to us them. 

The basic tool for meeting objections is the proper 
attitude. 

Part of this proper attitude is the knowledge that 
objections will arise. The successful salesman expects 
them. He knows, for example, that as soon as he 
quotes the price the next remark the prospect will 
make, in the large majority of sales, is “that’s too 
much.” 

Since the successful salesman knows that objections 
will arise, he is prepared to meet them. He does this 
in many ways. One of the best ways is to put each 
objection on a 8 x 5 filing card the first time he hears 
it. He thinks of possible answers. He notes these 
answers on the back of the card, and he tries them out 
when the objection is raised again. Soon he knows 
the best answers for each objection. From then on, 
he uses only the best answers. 

When the successful salesman finds that the same 


Here is how to handle objections. 


objection is being raised time after time in demon- 
stration after demonstration, he prepares demonstra- 
tions that will anticipate these objections. This means 
that his demonstration answers the most probable 
objections before his prospect has time to raise them. 

Another aspect of the proper attitude that the suc- 
cessful salesman has toward objections, is that he wel- 
comes objections. The successful salesman knows that 
a prospect seldom, if ever, buys an item of any great 
cost without having some doubts and fears in his 
mind. Until the prospect raises an objection, the sales- 
man isn’t really sure that the prospect is seriously 
considering making the purchase. When the prospect 
does raise an objection, this very act announces to the 
successful salesman, “I am seriously considering this 
purchase.” 

It is no wonder that the successful salesman says 
“I am glad you asked that question.” The successful 
salesman is glad. 

Objections scare unsuccessful salesmen who have 
not learned that meeting objections is a regular part 
of selling. To the unsuccessful salesman the prospect’s 
“vour price is too high,” or “this product won’t stand 
up” means the end of his sales effort. The same words, 
to the successful salesman, means, “I am interested 
in the product but you must show me additional fea- 
tures and benefits before I buy.” Objections do not 
signal an end of a sale but indicate the beginning of a 
sale. 

It is interesting to watch the successful salesman 
operate when the prospect raises objections. The suc- 
cessful salesman pulls out of his selling kit the sales 
tools that he knows will be effective. 

Usually he gives the prospect a warm cordial smile. 
This indicates to the prospect that selling is not a 
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You can be a better salesman if you know how to meet objections 


battle but it is a meeting of the minds. There is no 
conflict of interest between the buyer and the seller. 
What will benefit the buyer will make him a customer 
for the seller. When the objection comes up the suc- 
cessful salesman says all this to the prospect with a 
cordial smile. Friendliness is a flux which is neces- 
Sary in welding the minds of the buyer and the seller. 


Objections guide your sales pitch 


Along with this smile the successful salesman says, 
“IT am glad you raise that question,” or “I am happy 
that you reminded me that I had not covered that 
point.” By his remarks the salesman indicates a will- 
ingness, even an eagerness, to give the prospect in- 
formation. The salesman does not call any statement 
or any question an “objection.” He knows they usu- 
ally are requests for information. The successful 
salesman regards them in just that light. When he 
says he is glad that the prospect brought the subiect 
up, he means it. The prospect’s questions and remarks 
show the salesman what he must still do before the 
sale can be completed. The salesman is happy to have 
that information. The prospect’s objections “‘take his 
temperature” for the successful salesman. 

When the prospect is stating an objection or asking 
a question, successful salesmen listen intently. They 
lean forward—literally and figuratively—to lisien to 
the prospect talk. This attention flatters the prospect. 
It builds his ego. It also obligates the prospect to 
listen when the salesman begins to talk. The success- 
ful salesman uses listening as a selling tool to meet 
objections. 


Let him get it out of his system 


The successful salesman is careful not to interrupt 
the prospect before he has completely stated his point. 
He doesn’t want to leave any hidden objections in the 
prospect’s mind. The successful salesman knows that 
he can answer openly-raised objections far easier than 
he can probe for hidden objections. By his silence, by 
his attitude, by his expression the salesman can in- 
vite the prospect to state all his doubts and fears, 
completely and fully. 

Another tool that many salesman use is to repeat 
the prospect’s question or problem before giving an 
answer. The successful salesman knows that this as- 
sures the prospect that he understood the objection. 
Repeating the objection also gives the salesman a few 
seconds in which to decide just how he will meet the 
objection. 

One very useful tool salesmen use on objections is 
knowing which ones not to answer. Many price objec- 
tions are not answered directly by successful salesmen. 
The salesman realizes that most often when the pros- 
pect says “‘the price is too high” that he really means 
“vou have not yet shown me all of the benefits this 
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product will give me.” If the salesman guesses this 
to be the situation, he merely smiles at the prospect 
and says “that does seem high, but let me show you 
all this product will do for you.” He then proceeds 


What's it cost? The customer is interested. 


with a complete demonstration showing all of the plus 
values of the product. Many successful salesmen agree 
that the only way to meet a price objection is to give 
a complete demonstration of all the features of the 
product. They suggest that this demonstration be 
done in terms of customer benefits, rather than prod- 
uct features. 

The decision to meet or not to meet an objection 
should be deliberately made by the salesman. In many 
objections the prospect is so obviously asking for 
additional information, or time to think, or proof of 
something the salesman has said, that the salesman 
proceeds to furnish what the prospect has requested 
without any reference to the objection he has raised. 

Often the prospect states an opinion, or makes a 
misstatement of fact, that in no way jeopardizes the 
chance of closing the sale. Unwary salesmen fall into 
a trap. They try to change the prospect’s opinion, 
or educate him along a line that has nothing to do 
with the sale. This wastes the salesman’s time. It has 
a greater danger. Under such circumstances, it is 
easy for an argument to start. Successful salesmen 
know there is no profit in arguments. In fact many 
successful salesmen believe that once an argument 
starts, the sale is lost. 

Selling requires cooperation—not hostility. Selling 
requires giving information—not proving the cus- 
tomer wrong. Selling requires handling objections 
so that the customer never “loses face.” 

The successful salesman never proves the prospect 





wrong. He gives the customer additional information 
that lets the customer arrive at a sounder conclusion. 


When the prospect expresses an opinion that will 
not interfere with the sale, the successful salesman 
smiles and says, “That’s interesting,” and proceeds 
with his demonstration. 

When the prospect makes a misstatement of fact 
that in no way will prevent closing the present sale, 
the successful salesman remarks casually, “I didn’t 
realize that,”’ and proceeds with the sales talk. Suc- 
cessful salesmen are careful not to spend time on 
things that look like objections but have no bearing 
on the sale. 


When the prospect makes a statement that must be 
answered before this sale can be successfully com- 
pleted, the successful salesman calmly, deliberately, 
and cheerfully takes hold of the objection. He de- 
cides what the prospect really means by what he has 
said. On the basis of the real meaning of the words. 
and the nature of the objection raised, the salesman 
decides what specific tool in his selling tool kit will 
best dispose of the point raised. Since the successful 
salesman has several tools useful in meeting objec- 
tions, the choice of the proper tool is important. 


In meeting an objection the most frequently used 
sales tool is the “yes ... but.” The successful sales- 
man first says, “Yes.” He may say this in any num- 
ber of ways. He might say “in some of the earlier 
models—years ago—what you say was true.” He 
could say, “until certain design changes were made, 
that was a weakness.” There are a dozen ways a 
saves face 
for the customer. It makes it unnecessary for the 
customer to defend a position. After “Yes,” the cus- 


salesman can say “Yes.” Saying “Yes” 























Never argue with a customer. 


tomer can afford to listen to the “but” without feeling 
that the salesman is proving him wrong. 

The complete “yes . . . but,” in the example above, 
would go like this. “In some of the earlier models 
years ago, what you say was true, but let me show 
you the improvements which have been made and 


you will agree that this trouble could not develop in 
the current model.” 

In the other example the complete “yes . . . but” 
would be, “until certain design changes were made, 

















The prospect wants more information. 


that was a weakness, but let me show you how well de- 
signed the 1959 model is” and the salesman proceeds 
with his complete demonstration. 


The successful salesman avoids the direct denial. 
This salesman seldom says, “You are wrong about 
that” or “You are misinformed on that point.” Direct 
denials of the prospect’s statements immediately puts 
the prospect on the defense. Instead of listening to 
what the salesman is saying to disprove the prospect’s 
contention, the prospect is busy thinking up a bright 
retort to make as soon as the salesman pauses for 
breath. The situation has become a contest to prove 
who is wrong. Little selling will be done after the 
direct denial is used. 

About the only occasion on which a successful sales- 
man uses the direct denial is when the prospect ac- 
cuses the salesman—or the salesman’s firm—of de- 
liberate dishonesty. That’s a desperate disease and 
it requires a bitter remedy. The direct denial should 
be reserved for desperate situations. The old “yes. . 
but” accomplishes the same results as the direct 
denial without putting friction into the interview. 
The indirect denial—tool of successful salesmen— 
answers the prospect’s objections and keeps his tem- 
perature from rising. 

In meeting objections, the successful salesman finds 
the question a most useful sales tool. It is necessary 
to ask a question when a salesman does not under- 
stand precisely what his prospect means by his objec- 
tion. The simple word “why” is an excellent sales 
tool. 


The prospect might say, “Those plastic handles 
are pretty but they break too easily.” The salesman 
might be tempted to make a direct denial and say, 
“No, they don’t break easily and I can prove it.” If 
the salesman yields to this temptation of a direct 
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You can be a better salesman if you know h ow to meet objections 


denial, he will probably lose the sale because the cus- 
tomer has lost face. Much better it will be if the 
salesman says, ““Why, Mr. Jones, do you feel that the 
handles will break?” When the prospect answers the 
why, the salesman will know specifically what he 
means and will probably be able to use the “yes... 
but” to answer the objection. 

Salesmen who ask questions smoke out the real 
objection. They then know what they must shoot at. 
Salesmen who do not ask questions frequently are 
shooting in the dark at phantoms which do not actu- 
ally exist. Because they think they knew what the 
prospect meant, the no-question salesmen fail to 
answer the question the prospect really had in mind. 
No answer—no sale. 


How to live with competition 


In a competitive market the prospect often raises 
a real objection. He points out that a competing brand 
has a feature which your brace or saw does not have. 
The competitor’s brace has jaws which open wider 
than the brace you sell. The prospect has made a true 
statement. 


When this happens, the successful salesman meets 
the objection by the method of compensation. The 
salesman, as a matter of fact, concedes what the pros- 
pect says is true. The salesman then proceeds to 
point out all the features which his brace has but 
which the competing brands do not have. The sales- 
man usually ends by saying, “Don’t you agree that 
all the ‘plus’ features in our brace are more impor- 
tant than the single exclusive feature which Brand X 
has?” 

In the current market with competition so keen, 
a salesman must be able to sell “with 51 percent.” 
Seldom does a company, or a brand, have all the ad- 
vantages. The successful salesman knows the specific 
advantages that his brand or company possesses. He 
uses these advantages to compensate for the specific 
advantages that the competing brands have. In “sell- 
ing with 51 percent” it is necessary to know how 
to use the compensation method of meeting objections. 


You've got advantages, too 


The successful salesman frequently can use an 
objection as a device for closing the sale. This device 
is called by one authority “making lemonade out of 
your lemons.” This device is often called the “boom- 
erang”’ technique. It is a wonderful tool. For in- 
stance, a prospect says, “That step-ladder is too 
light.” The salesman realizes the prospect means, 
“I don’t see how a ladder so light could be strong 
enough.” In this objection—the lemon—the salesman 
sees an opportunity to “make lemonade” and close 
the sale. 

The salesman replies, “One of the main reasons 
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people buy this ladder is because it is so light and so 
convenient to handle. Today, manufacturers know 
how to make light materials strong. You get the con- 
venience of a light ladder plus the safety and dura- 
bility of a strong ladder. Let me show you why this 
ladder is such a strong ladder.” 

The salesman shows how the grooved construction 
of the ladder is the same type of construction used to 


Demonstrations prove your sales points. 


make railroad coaches and airplanes so strong. He 
offers a dramatic demonstration of the ladder’s 
strength by inviting the prospect to stand on the 
ladder with him. The salesman has the prospect jump 
up and down on the ladder with him. At the end of 
the demonstration the salesman asks, “Don’t you 
agree that it is wonderful that you can have a ladder 
so conveniently light and yet so strong?” 


There is no substitute for product knowledge when 
answering objections. The salesman must know his 
product. He must know what his product will do for 
his customer. Armed with the ammunition of product 
knowledge, the salesman need not fear objections. In 
fact, one of the great satisfactions of experienced 
salesmen is their ability to handle the tough cus- 
tomers. 


The salesmen who develop the knack of handling 
tough customers and of skillfully meeting their ob- 
jections build up a following. If a salesman special- 
izes in handling easy customers, nearly any other 
salesman can take these customers from him. The 
salesman who specializes in handling tough customers 
builds a following that other salesmen cannot take 
from him. @ End 





Permanent dem- 
onstrator flanks 
Salem _  Hard- 
wares main en- 
trance. Bulletin 
board is mounted 
on demonstrator 
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Want to sell more power tools? 


Try a display at entrance to your store. Put on factory demonstrations. Follow 


up leads with outside calls. Here is how this dealer uses these sales ideas. 


Here is the secret to boosting power tool sales: 
Planning, investment, and hard work. 

The power tool department is a profitable year 
round sales producer for Salem Hardware Co., Salem, 
Ore. This steady, growing volume of sales in Oregon’s 
capital city is attributed largely to constant promo- 
tion. 

“We keep power tools in the spotlight throughout 


the year. We never let up on promotion,” says Max 
Clark who, with his wife, is the owner of the 50-year- 
old firm. 

“As a result of continuous promotion,” Mr. Clark 
says, “we sell more than 50 major shop units a year, 
and a great many smaller units. 

“We receive close cooperation from our principal 
suppliers in advertising and demonstrating their prod- 


HARDWARE ACE, January 28, 1960 © 33 





Want to sell more power tools? 
(Continued) 


ucts. We try to make maximum use of their help.” 

Salem Hardware works on the theory that you can’t 
sell power tools unless you have them to display and 
demonstrate. 

Salem’s power tool department, on a mezzanine at 
the rear of the store, offers a wide selection of larger 
shop units, mostly floor models. In addition, there is 
always a demonstration unit near the main entrance 
to the store. Everyone coming in will see it. In the 
winter other power tools are displayed nearby. 

Smaller power tools are important, too, in main- 
taining the store’s volume sales. These are shown on 
a step-display table on the main aisle, beside the dem- 
onstration unit. 

The more than 50 different hand units and motors 
shown make a traffic stopper that attracts attention 
of every customer who passes. Many men and women 
stop to examine tools more closely, pick them up and 
get the feel of them. This is the first step that paves 
the way for sales. 

“Demonstrations are the most help to us in selling 
major units,” Mr. Clark says. “Just seeing these shop 
units displayed is enough to get the average browser 
interested, but you have to show him what he can do 
with the unit to get him in a buying mood. 

“We have a factory demonstrator here four times 


a year. Between these shows we work up a list of 
interested prospects. 

“We do a great deal of direct mail advertising. Our 
prospect list is compiled partly from answers to this 
direct mail, and partly from information gathered at 
the store.” 

At the demonstration unit near the store’s entrance 
is a bulletin board with this message: “Important 
notice—Be sure to register here to be notified of our 
next power tool demonstration by factory representa- 
tives.” 

A sizable mailing list is obtained before the next 
demonstration. Customers on this list, as well as those 
on the list obtained by direct mail, are notified by post- 
ecard shortly before the demonstration. 

Newspaper advertisements also publicize the event 
and invite the public to attend. Because of this pre- 
liminary build-up, factory demonstrations draw good 
crowds and lead to extra sales. 

Such demonstrations are regularly held in the 
store, but another type of demonstration also has 
proved popular. This is an exhibit and demonstration 
at the annual Salem Home Show. At the 1959 show 
Salem Hardware had two outstanding displays. One 
featured heavy shop units. The other offered small 
power tools. Such shows do a good missionary job in 


More than 100 hand power tools and accessories slow down just about every customer hurrying to some other section. 
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building leads for far into the future. 

Salem Hardware is not wholly dependent on factory 
demonstrations for power tool sales. The store’s sales 
force, each man a product knowledge specialist, does 
an excellent selling job between factory demonstra- 
tions. 

Salespeople are familiar with the operation of the 
power units. They demonstrate them to customers. 

One outside salesman calls on prospects who have 
shown an interest in buying power tools. 

Posters, banners, and other point of sale materials 
increase interest in the power tool line and accessories. 


A large power shop banner, for instance, hangs in 


Bigger floor model power tools are 


front of the stairway to the mezzanine shop depart- 
ment. Fact tags and brochures har: from every tool 
and attachment. 

“No story on our power tool «icrchandising would 
be complete without mention of trade-ins, which are 
an important part of it all,” Mr. Clark says. 

“The major chains, in this area at least, do not 
take trades on power tools. We do. What a difference 
a trade can make! 

“Trades not only enable us to sell more new equip- 
ment, but we often find we can make a better per- 
centage of profit on the used items than on the new 
goods.” @ End 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 41, and mail 


Item 1 
Miniature padlock display 


Twelve colorful cards, each hold- 
ing a %4 in. wide miniature Slay- 


Cee 


zOo~ 4A AMA OS 
: b.2,% 


maker padlock, are mounted on a 
pull-off card. This 9 x 12 in. card 
features a large price ball, butter- 
fly hole and an easel. Slaymaker 
Lock Co., Dept. HA, Lancaster, Pa. 


Item 2 


Eight boring bits in set 


Arco Bore-Bit Set added to the 
Arco line of electric drill attach- 
ments is for deep hole drilling and 
angle boring. The set contains bits 
to bore % to 1% in. holes. Bits 
are of hardened tool steel. They 
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bore up to 5%4 in. deep in wood, 
panel board, plaster and plastics at 
any angle, overhead, into end grain. 
A shank and wrench also come in 
the transparent carded plastic pack- 
age. Retails for $2.95. Arrow Metal 
Products Co., Dept. HA, 421 W. 
203 St., New York 34, N. Y. 


Item 3 
Two tape dispenser deals 


Two merchandising units for 
LePage’s Shower of Silver promo- 
tion, featuring the new End-Finder 
tape dispenser, are available. 
Floorstand Deal 7201 contains 24 
rolls of 98¢ End-Finder dispensers, 
96 rolls of 69¢ End-Finder dis- 
pensers, 24 rolls of 25¢ dispensers 


and 24 rolls of 39¢ dispensers. 
Counter Display Deal 7205 includes 
six rolls of 98¢ End-Finder dis- 
pensers, 18 rolls of 69¢ End-Finder 
dispensers, 12 rolls of 25¢ dis- 
pensers and 12 rolls of 39¢ dis- 
pensers. Included in this deal is 


$1 worth of free goods with each 
unit you buy. LePage’s Inc., Dept. 
HA, Metuchen, N. J. 


Item 4 

Sandpaper assortment deals 
Two new sandpaper assortments 

in self-service cabinets have been 

added to Minnesota Mining’s three 

other deals in the “300 series.” No. 

370, shown, comes in a cabinet 





Here is a quick Check 
List of items described 
in the following pages 


with one sleeve each of Production 
(aluminum oxide) paper in very 
fine, fine, medium and coarse grits 
plus Imperial flint paper in fine, 
medium coarse and very coarse 
grits. No. 380 includes one sleeve 
each of “3M” garnet paper in four 
grits plus Imperial flint paper in 
four grits, contained in a cabinet. 
Minnesota Mining and Mfg. Co., 
Dept. HA, 900 Bush Ave., St. Paul 
6, Minn. 


Item 5 
Deluxe jig saw in display 
Millers Falls’ deluxe jig saw No. 
560 comes in an attractive display 
package that describes selling 
points. This model has an angle- 
blade design, a 2-way shoe and 
rotatable blade for close-quarters 
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cutting. Other features are a ball- 
bearing motor with a 2.5 amp rat- 
ing, a plastic knob with blade- 
changing hex key and eight wood 
and metal cutting blades. An econ- 
omy model, No. 360, with many of 
the same features retails for 
$29.95. No. 560 retails for $44.95. 
Millers Falls Co., Dept. HA, Green- 
field, Mass. 


Item 6 
Floor mops in merchandiser 


Quickie’s Profit-Pak floor mer- 
chandiser holds six sponge mops 
and six sponge refills in a free 10- 
qt Lustro-Ware pail. You get the 
floor display free with the first 
Profit-Pak order. Three Quickie 


No. 41 sponge mops regularly $3.95 
are now $2.95 each and three 
Quickie No. 51 sponge mops regu- 
larly $4.95 are now $3.95 each. The 
refills regularly $1.79 are now 
$1.49. This unit retails for $31.62. 
Quickie’s nylon dust mop and auto- 
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matic waxer-polisher can be dis- 
played from this floor rack. Quickie 
Mfg. Co., Dept. HA, 20th & Ox- 
ford Sts., Philadelphia 21, Pa. 


Item 7 
Automatic bread toasters 

Two new Universal toasters are 
styled in black, gold, and chrome. 
They feature color-controlled toast- 





ing that automatically adjusts to 
the moisture content and thickness 
of bread for even color. Both mod- 
els include extra-high rise racks, 
quiet action, and wide toast wells. 
The Two-Slice Toaster retails for 
$16.95 and the Four-Slice Toaster, 
shown, for $24.95. Landers, Frary 
& Clark, Dept. HA, New Britain, 
Conn. 


Item 8 
Polyethylene bins on rack 
Three Plas-Tex wall bins fit on 


this Vegetable Caddy rack. These 
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bins are made of Marlex polyethyl- 
ene and come in yellow, white, pink, 
turquoise or copper tan. The rack 
is a lightweight, tubular steel unit 
and is finished in bronze-tone baked 
enamel. It stands upright for stor- 
age and has two 3-in. hard rubber 
wheels. Bins retail for about $2.49 
each and the caddy with three bins 
and a rack, retails for about $9.95. 
Plas-Tex Corp., Dept. HA, 2525 
Military Ave., Los Angeles, Calif. 


Item 9 
Vacuum bottle with handle 
Aladdin’s Dura-Clad vacuum bot- 
tle features a Pitcher-Pour handle. 
The handle, jacket and collar are 
molded in one piece of polypro- 
pylene. Filler replacements can be 
loaded from the bottom. Two-tone 
coloring and a ribbed design on the 
jacket are other features. Comes 
with a threadless Quik-Lok cup, 
Lox-On stopper and seamless glass 
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filler. Pint size models retail for 


fi 
$2.19 and the quart bottles list for 
$3.49 


Aladdin 
Dept. HA. 
Nashville, 


Industries, Ine., 
703 Murfreesboro Rd., 
Te win. 


Item 10 
Display for metal repairer 

Your customers can serve them- 
selves from this display pack for 
Lab-Metal, a paste-like repair ma- 
terial that hardens to metal. Twelve 
6-0oz cans come in the pack that 


automatically drops cans into dlis- 
play slot as one is removed. It has 
a back easel and a hang-up tab. 
Cans retail for $1 each. Alvin 
Products, Dept. HA, 20-22 Hough- 
ton St., Worcester 4, Mass. 


Item 11 
Two metal cutting files 
American pattern and _ milled 
curved-tooth files have been added 
to Clemson’s Star brand line of 
metal cutting tools. American pat- 
tern files are handy for all shop 
practice, for lathe filing, and for 
sharpening mill and circular saws. 
Milled curved-tooth files are de- 
signed for garages and machine 
shops. Clemson Bros., Inc., Dept. 
HA, Middletown, N. Y. 


Item 12 

Perforated board fixtures 
Here’s a home workshop kit of 

36 assorted self-locking perforated 








ITEM NUMBER ON FREE POSTCARD, P. 41 


board fixtures, the necessary mount- 
ing spacers and screws. This 
Turnbuckle carryout kit, known as 
the K-36L, serves as a starter for 
orderly arrangement of household 
tools over the workbench. Ten kits 
come in a shipping carton display. 
Kits retail for $2.70 each. Turn- 
buckles Inc., Dept. HA, Box 333, 
Michigan City, Ind. 


Item 13 


Two surface cabinet hinges 
Here are two 
hinges that 


surface 
functional 


cabinet 
combine 








ease with styling: No. 560 surface 
hinge for flush doors, shown, and 
No. 561 surface hinge for %¢ in. 
offset doors. They are moderately 
priced and come in polished brass, 
old copper, dull bronze, dull black 
with pins, and 

chrome. Ajax Hardware 
Dept. HA, 825 S. 
of Industry, Calif. 


brass polished 
Corp.., 


Ajax Ave.. City 


Item 14 


4-speed radial drill press 
Here’s a radial drill press that 
also can be used for sanding, shap- 
ing and routing. Delta’s new mode! 
has speeds of 700, 1250, 2400 and 
1700 for drilling various materials. 
The drill head is mounted on a 
horizontal ram that moves outward 
to the center of a 32-in. panel. The 
head tilts and swivels to anv angle 
so that the drill bit instead of the 


work is positioned. Without motor, 


it retails for $89.50. Delta Power 


Tool Div., Rockwell Mfg. Co., Dept. 


HA, 465 N. Lexington Ave., Pitts- 


burgh, Pa. 


Item 15 
Dry chemical extinguisher 

This 2%4-lb pressurized dry chem- 
ical extinguisher is available in 
chrome plate. These portable Kidde 
units feature simplified operation. 
A protected pressure gauge shows 
the unit’s readiness for action. It 
can be recharged from an air line 
or a compact, pressurized gas car- 


tridge recharge kit. Retails for 
$24.95. Walter Kidde & Co., Dept. 
HA, 675 Main St., Belleville, N. J. 


Item 16 
22-qt rustproof paint pail 


You can increase tie-in sales in 
vour paint department by suggest- 


ing this 2%-qt Paint Pot. 


Dover's 


No. 325 pot is rustproof, leakproof 
and nests for easy storage. Its free 
swinging bail handle is attached to 
the body with tubular rivets. These 
containers are available in 5-qt and 
8-qt sizes also. Dover Stamping 
Co., Dept. HA, 427 Plymouth Ave., 
Fall River, Mass. 


Item 17 
Five dinnerware patterns 

Five patterns for formal dining 
on melamine dinnerware have been 
introduced in Watertown’s Life- 
time Régent line. Le Fleur, shown, 
comes in a translucent pink or aqua 
border with gold floral accent tones. 


Its translucent white body has a 
gold geometric line encircling gold 
and gray floral decorations. Ac- 
cessory pieces are translucent 
white. Retails at $49.95 for a 45-pe 
set with 25 decorated pieces. Wa- 
tertown Mfg. Co., Dept. HA, Wa- 


tertown, Conn. 


Item 18 
Fishing rod storage rack 

This Pflueger fishing rod Hold-R 
is made of green vinyl. It is useful 
for preventing damage to rods in 
boats, recreation rooms or in your 
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store. A pair comes bubble-packed 
on a display card with easel. This 
rack is installed easily with screws 
and adhesive supplied with each 
set. Twelve pairs come in a carton 
and each pair retails for $4.95. En- 
terprise Mfg. Co., Dept. HA, 110 N. 
Union St., Akron 9, Ohio. 


‘Item 19 
Decorated metal hampers 


Detecto’s metal hamper ensemble 
features colorful 3-dimensional 
decorations. The hampers have 
gold-tone trimming, tapered Swed- 


ish legs and gold-tone rings for 


hand towels. A 4-pe ensemble in- 
cludes a 25% x 21 x 11% in. ham- 
per for $10.95; a personal hamper 
for $8.95; an aluminum waste 
basket for $4.49; and an aluminum 
brush holder with brush for $5.49. 
Items are available in white, black, 
pink, yellow, blue and green. De- 
tecto Scales, Inc., Dept. HA, 540 
Park Ave., Brooklyn 5, N. Y. 


Item 20 
Shallow-well water systems 


Two new models of Barnes’ shal- 
low-well reciprocating water sys- 
tems have capacities to 300 gph 
and 400 gph. These units have 
Poly-V-Belt Drive and _  polypro- 
pylene molded valve decks. Rubber 
valves with pot-type silencers help 
reduce clatter and metallic noise. 
Cylinder, eccentric and connecting 
rod are brass and the housings of 
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these units are cast iron. Capacitor 
type, overload-protected motors 
are 4-hp for the 300 gph model 
and 1/3-hp for the 400 gph model. 
Barnes Mfg. Co., Dept. HA, Mans- 
field, Ohio. 


Item 21 
Wood paste in seven colors 
Magic Wood, a paste form of 
wood, is available in natural, maple, 
birch, redwood, mahogany, oak, 
and walnut colors. The paste takes 
stain, paint, or varnish. This prod- 
uct is easily applied with a putty 
knife and fills defects. It hardens 
quickly, without shrinking. Magic 
Iron Cement Co., Dept. HA, 5403 
Bower Ave., Cleveland 27, Ohio. 


Item 22 
Toaster with nine settings 

GE’s automatic toaster Model T- 
102 features a lifting mechanism 
that helps the user remove short 
pieces of toast safely. This unit 
has nine settings from light to 


dark, a removable crumb tray and 
a chrome-plated steel shell with 
copper-colored end plates. Retail 
price is $21.95. Housewares and 
Radio Receiver Div., General Elec- 
tric Co., Dept. HA, 1285 Boston 
Ave., Bridgeport, Conn. 


Item 23 
Repackaged hex netting 


You can save yourself time and 
make more profitable hex netting 
sales with Gilbert & Bennett’s new 
Triple-Pack packaging. This hex 
netting comes in a 75-ft length that 
is in a 25-ft roll on one side and a 


50-ft roll at the other end. If a 
customer wants less than a 75-ft 
length the Triple-Pack is snipped 
apart and you can sell a 50 or 25- 
ft roll. Gilbert & Bennett Mfg. Co., 
Dept. HA, Georgetown, Conn. 


Item 24 
Compact kitchen step stool 


Here’s a compact Cosco step stool 
that can be stored under a kitchen 
table or counter. The steps can be 


e 


used by lifting the seat. Flared 
legs make the stool stable. The 
frame comes in tubular steel fin- 
ished in chrome or metallic tan. 

(Continued on page 44) 
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complete line of pro sob 
1 r every honte repar! J 
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Plastic Steel 


the original epoxy repair 

material with over 

1,000,000 uses for permanent 
home, farm, auto, boat repairs. 
Available in box or blister package. 
Recommended where great 
strength is required. 


DEVCON § LIQUID 


aluminum 


real aluminum in paste form — 
immediate repairs right from the 
tube. Seals, fills, cavlks — 

will not rust. 


Why stock a multitude of different types and 
makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 
auto, farm and boat repair job. Here is your 
sins!e source of supply for proven quality 
products. Devcon backs your sales efforts 
with extensive national advertising and 
publicity — LIFE, READER’S DIGEST, etc. — 


as well as a wide variety of free sales aids. 


Want more facts? Circle 111, p. 41 


Contact your wholesaler or write 

the factory direct for full details 

on the Deveon profil package . .. 
every item gives you a full - 


40% profit! 


DEVCON’ Omran 


tHe EPOxY “SUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens to a 

glossy white finish. 


real rubber in semi-paste 
form for all kinds of 


flexible repairs. 


oeveow STEEL 


for quick, easy repairs to x e ~GE 

furniture, toys or any damaged {$5 
metal, wood, concrete or glass 
materials. Can be finished to any 
metallic coloring. 





NOW AVAILABLE! 

| Here’s the new compact, 

_ revolving Devcon Repair Center 
offered FREE to you in 
combination with 24 packages of 
famous Devcon repair materials. 
Get in touch with your wholesaler 
or the factory for all the facts on 
this self-service merchandiser 
that spurs impulse buying. 


'B) =AVLeie) \mete)-i-le)-y- Wale). 


treet, Danvers. Mass 


_ 


POURED PILLAR OF STEEL TRADE MARK 
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(Continued from page 40) 


Rubber treads on the steps won’t 
come loose and the plastic up- 
holstery comes in charcoal, brown, 
beige, red and yellow. Model 44-B 
is 24 in. high and lists for $9.95. 
Cosco Household Div., Hamilton 
Cosco, Inc., Dept. HA, Columbus, 
Ind. 


Item 25 
Outdoor living ice chest 


Picnickers, boating enthusiasts, 
and hunters are traffic for the Igloo 
Fiesta portable ice chest. It’s 18% 


x 1854 x 10% in. and weighs 11% 
lb. Carrying handles fold out of 
the way. The chest has a sturdy 
latch. This chest is insulated and 
holds crushed, block, or dry ice. 
A tray provides a dry place for 
sandwiches. U. S. Royalite lines the 
ice chest. A drain is on the end of 
the blue-green chest. Jgloo Corp., 
Dept. HA, 35 S. Cooper St., Mem- 
phis, Tenn. 


Item 26 
Series of level wind reels 


True Temper’s Ocean City Top- 
sail series of level wind reels has 
reinforced fluted spools of high ten- 
sile brass, fitted for monofilament. 
A stationary level wind reduces 
wear and increases casts. The reel 
has a short -stroke, top - mounted 
free spool lever and an E-Z Cast 
anti-backlash control. There is a 
choice of fresh or salt water stands 
and a choice of capacities (225 or 
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150 yd 15+ monofilament). Models 
994 and 945 offer a free spool and 
940 has a reversing handle. True 
Temper Corp., Dept. HA, 1623 Eu- 
clid Ave., Cleveland, Ohio. 


Item 27 
Grill with folding legs 


A new leg design and a choice 
of accessory packages are featured 
in Arvin’s 1960 line of circular out- 
door barbecue grills. Model 10G18, 
shown, is an 18-in. grill in the 
Charky line. It has folding legs 
and is finished in bronze-tone. Re- 


tails for $9.95. Three other basic 
models are included in this line. 
Arvin Industries Inc., Dept. HA, 
Columbus, Ind. 


Item 28 
Rust-inhibiting primer 

Industrial maintenance workers 
and professional painters can save 
time with Jet-Dri’s Multi Surface 
rust inhibiting primer because they 


can apply a finish coat of paint in 
the same day. This primer stops 
rust on contact and it dries to a 
hard coat in 15 minutes. It can 
be applied by brush, roller, spray 
or dip to wood, metal or masonry 
and can be covered by a single 
coat of most finishing paints. It 
resists acids, alkalis, alcohol, oil 
and boiling water. Jet-Dri Div., 
Consolidated Chemical & Paint 
Mfg. Co., Dept. HA, 456 Driggs 
Ave., Brooklyn, N. Y. 


Item 29 
Roller catch and strike 


Stanley Hardware’s No. 24 roller 
catch for doors down to % in. 
thick have a nylon roller and finger- 
tip adjustment. The roller catch 


and strike are easy to install. An 
interlock for aligning the roller to 
the strike and a compression spring 
give positive action to the roller 
catch. Spring tension is adjusted 
with a twist of the nylon roller. 
No. 24 roller catch set lists for 92¢ 
and comes in bright brass, satin 
bronze and bright zinc. Stanley 
Hardware, Division of Stanley 
Works, Dept. HA, 195 Lake St., 
New Britain, Conn. 


Item 30 
Covered saucepan special 


Mirro’s 3-qt covered saucepan, 
featuring an Easy-Over Cover with 
an off-center handle, has an intro- 
ductory retail price of $1.98 
through April. This plastic-trim 
cookware line item is regularly 
$2.65. Five other products are spe- 
cially-priced during the promotion. 
These include: a 12-cup muffin pan, 
special for 88¢; Gold-Band covered 
saucepan, special for $2.88; a 9 





The Exclusive Miracle Mowing 


Featured Only On 


Tu rbocone Jacobsen Rotary Mowers 


Here is the “‘Difference’’ in Rotary Mowers 
that helps you sell customers up to Jacobsen 
quality, eliminates “‘price’’ competition and 
puts more profits in your till. You’ve known 
all along that Jacobsen makes better mowers. 
Now you have the “‘visible’’ ammunition to 
close the sale. TURBOCONE is being adver- 
tised heavily in magazines and local news- 


papers to reach people who are fed up with 
“‘bargains.”’ 

With TURBOCONE as your exclusive 
Jacobsen rotary feature, plus a one-year un- 
conditional crankshaft warranty, and 33 reel 
and rotary models to offer your prospects, 
you have the strongest mower sales lineup 
in the industry. 


OTHER JACOBSEN FEATURES: 


e Choice of Jacobsen Heavy- 
duty Hi-Torque or popular 
4-cycle engines. 


eNew Gyro-start spring 
starter optional at extra cost. 
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y mt 
AY 
Oy 0 


Laws 


Bigger and better con- 
sumer advertising in 
leading magazines and 
local newspapers. 


e Prompt, nearby factory ware- 
house delivery. 


e Unsurpassed service with parts 
for mowers up to 10-years old. 


@ One-year warranty on mowers. 


e Unconditional one-year war- 
ranty against crankshaft dam- 
age on Turbocone rotary 
mowers. 


® Protected franchise. 


Valuable franchises still open. Write us today. 


Jacobsen 


MANUFACTURING COMPANY 
Department HAI « Racine, Wisconsin 
Copyright 1960, Jacobsen Manufacturing Company 


Want more facts? Circle 112, p. 41 
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cup percolator, special for $3.19; 
Copper-Tone whistling teakettle, 
special for $2.88; and a _ three- 
piece Copper-Tone mold set, special 
for $2.98. Mirro Aluminum Co., 
Dept. HA, Manitowoc, Wis. 


Item 31 
Coating for damp surfaces 


Damp walls and ceilings can be 
painted with Wilbur & Williams 
Super Dampcoat enamel. This 
coating withstands chemical corro- 
sion and can be applied over heav- 
ily sweating surfaces. It is non- 
toxic and resistant to most acids 
and alkalis. Comes in six colors 
and Super White in full gloss, 
Super White Flat and two semi- 
gloss finishes. Wilbur & Williams 
Co., Dept. HA, 650 Pleasant St., 
Norwood, Mass. 


Item 32 
Large tumbler and holder 


Beacon’s new king-size tumbler 
and holder are made of high den- 


a 
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sity polyethylene and have a smooth 
and lustrous finish. Tumblers are 
white and the holders come in pink, 
yellow or turquoise. They can be 
used in automatic dishwashers 
without damage. Three dozen come 
in a shipper and each tumbler is 
labeled and prepriced at 39¢. Bea- 
con Plastics Corp., Dept. HA, New- 
ton 61, Mass. 


Item 33 
13-pe home barbering set 


This 13-piece home _ barbering 
outfit retails for $14.95. It fea- 
tures the chrome and gray Ster- 
ling model electric hair clipper in 


a compartmentalized display box. 
This Wahl set includes attach- 
ment combs for various lengths 
from % to ¥% in. crew cut style. 
There is a nylon plastic neck cape 
and nylon dusting brush. A flat 
top comb and a regulation model 
barber comb are provided. The 
clipper comes with a stationary 
000-size bottom blade, with other 
sizes optional. Also included are a 
special lubricant and an _ instruc- 
tion booklet. Wahl Clipper Corp., 
Dept. HA, Sterling, Ill. 


Item 34 
Long-handled bulb planter 


Gardeners who want to plant 
bulbs standing up will be traffic for 
Wood Shovel’s new Tru Blu BPL 
bulb planter. It has a 30-in. long 
Fire Temp finished hardwood han- 


dle and 7%4-in turned step for use 
in standing position. The carbon 
steel 11%4-in. head cuts in easily 
and is slightly tapered to lift out a 
core of earth. Retails for $2. Wood 
Shovel & Tool Co., Dept. HA, 
Piqua, Ohio. 


Item 35 
Lubricant tubes on stand 


Twelve plastic tube dispensers 
of Panef’s Lub-A-Lite, a dry lubri- 
cant, can be displayed on this easel- 
backed counter display stand. It is 
12 x 14% in. and colorfully litho- 


graphed. Individual bin cards are 
also available. Panef Mfg. Co., 
Dept. HA, 116 E. Walnut St., Mil- 
waukee, Wis. 


Item 36 
Nine fans in 1960 line 


Six portable and three hassock 
fans have been included in Lau 
Blower’s 1960 line. Three of the 
six portable fans have 20-in. blade 
diameters and move 3950 cubic ft 
of air per minute. Other models 
include a dual 12-in. blade unit 
for casement windows and 12 and 
16-in. blade diameter units. The 
Super Sixteen model, shown, in- 





TEAMWORK PAYS OFF! 


...When you order 
your pipe through the 


B® WHEATLAND PRODUCER-JOBBER TEAM 


You can be sure this winning combination will supply 

you with steel pipe of unvarying high quality, job after 

job. And your Wheatland distributor sees to it that you 
MADE get the pipe you need .. . on time! 

IN U.S.A. 


7 INSIST 
| ON PIPE 


See your Wheatland Pipe Distributor for black or galvanized 
Wheatland Steel Pipe. 


pipe wilh The yearmarh / 
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7“ WHEATLAND STEEL PIPE 


WHEATLAND TUBE COMPANY 


Bankers Securities Bidg., Phila. 7, Pa. 
MILLS: Wheatiand, Pa. « Delair, N. J. 


Went more facts? Circle 113, p. 41 
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cludes a Tilta-Breez stand that at- 
taches to the fan’s side. Controls 
are mounted on top and the unit 
is finished in green baked enamel. 
This model retails for $39.95. Other 
models range from $34.95 to $49.95. 
Fan Div., Lau Blower Co., Dept. 
HA, 2027 Home Ave., Dayton 7, 
Ohio. 


Item 37 
Bird food promotion mobile 


Here’s a mobile-type display for 
promoting the sale of Whitney 
Wild Bird Food. The colorful hang- 
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WiLS BIRD Foose 


ing display depicts 15 winter birds 
in life-like poses. Whitney Seed 
Co., Dept. HA, Buffalo 5, N. Y. 


Item 38 
22-in. rotary power mower 


Yard-Man’s 22-in. rotary power 
mower has a lifetime guarantee on 
the blade housing and against a 
bent or broken engine crankshaft 
during non-commercial use. A 
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Safety Clutch with V-belt drive 
absorbs shocks and strains. This 


model has 3 hp, 4-cycle Briggs & 
Stratton engine with a spring-type 
self-starter. Throttle control is lo- 
cated on the handle along with the 


>> 
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control lever for the new mulcher 
plate. This plate is adjustable for 
full discharge, windrowing or full 
mulching action. Yard-Man, Inc., 
Dept. HA, Jackson, Mich. 


Item 39 
Automatic turn-off device 


Customers who want lights, ap- 
pliances, or equipment turned off 
automatically at a pre-selected time 
will be traffic for the Mark-Time 
Timed Extension Cord. Model 
TEC-1 is a four-hour unit with 
“hold.” It has a cream color fin- 
ish, comes packaged in a plastic 
display box and retails for $6.95. 
Timer and Switch Div., M. H. 
Rhodes, Inc., Dept. HA, Hartford, 
Conn. 


Item 40 
Small baked goods canister 


Here’s a shallow canister that 
keeps baked goods fresh. West 
Bend’s Bakery Bin has a snug 
fitting cover that prevents items 
from drying out overnight. It is 
854 in. across the rim and is 4% 
in. deep. Capacity is about 2 lb of 
cookies. The aluminum canister 
has a sketch of a rolling pin on the 
side. This seamless canister comes 


in polished aluminum with black 
enameled cover and black silhouette 
or in copper anodized aluminum 
with black or white enameled cover 
and silhouette. West Bend Alumi- 
num Co., Dept. HA, West Bend, 
Wis. 


Item 41 
Outdoor grill vith hood 


This rounded-square Hi-Lo Chow 
Wagon barbecue grill features a 
hinged hood with a built-in heat 
gauge and a 261% x 26% in. vented 
firebowl with a close-mesh grid. 
Union Steel’s Deluxe Model H-602, 
shown, has a mechanism that pro- 
vides spot control for rare, medium 
and well-done meat simultaneously. 
A chrome-plated spit with double 


ed wane oe re 


‘ 


forks is turned by an electric motor. 
The body and hood are finished in 
antique black. Union Steel Prod- 
ucts Co., Dept. HA, Albion, Mich. 


Item 42 
Hanging planter with pot 


Homemakers who like hanging 
planters are traffic for Artistic’s 
No. 317B. It’s made of Lustre- 
Brite brass-plated wire in loops and 


Want more facts? Circle 114, p. 41 > 
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THE PAUSE--- 
THAT SELLS MILLIONS OF SEE-THRU CARDS! 


This is modern merchandising Hager packaging 
shining hardware on midnight black cards with a 
bulls-eye red signature that cashes in on 109-year-old 
Hager brand familiarity. 


No wonder today, Hager is America’s No. 1 
| hetemebaMmerb asics Morcbushuecbuce 


Ask your jobber or write for full information*today. 
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EVERYTHING HINGES ON Hager / C.HAGER & SONS HINGE MFG.CO., ST. LOUIS 4, MISSOURI 
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swirls and has a six petal flower. 
A matching Lustre-Brite vacuum- 
plated pot is included. The planter 
is 14 x 4 in., comes packed 12 to a 
carton. Available in white. Retails 
for $1.29. Artistic Wire Products 
Co., Dept. HA, East Hampton, 
Conn. 


Item 43 

Toenail trimmer, shaper 
Chiropedic cutting edge Toe-Nail 

Clippers automatically shape and 

trim toenails correctly. They are 


made of tempered cutlery steel and 
have a chrome finish. Twelve clip- 
pers come on a self service display 
card. W. E. Bassett Co., Dept. HA, 
Derby, Conn. 


Item 44 

1960 rotary power mowers 
Chain Bike’s 1960 line of rotary 

power mowers, 20, 22 and 24 in. 

models, have Briggs & Stratton 

Impulse Starter engines. These 

units have chrome handles, whee! 
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height controls and_ reinforcing 
steel pads at wheel axle locations. 
The 20-in. models have a 2-hp 
engine, 22-in. models have a 2.5-hp 
engine and 24-in. models are 
powered by a 3-hp engine. Other 
features are a Sta Sharp cutting 
blade, heavy duty steel wheels and 
Diamond Tread rubber tires. The 


24 in. Custom model BS24 is shown. 
Chain Bike Corp., Dept. HA, 350 
Beach 79th St., Rockaway Beach, 
N. Y. 


Item 45 
Cart for bulky material 


Your farmer customers and you 
will find Lansing’s Climax Scoop 
Truck useful in handling bulky 
merchandise or materials. Two 5 x 
1% in. wheels are centered under 
the truck for easy moving. Its 
capacity is about three bushels. 
Comes with Moldon rubber, solid 
rubber or steel wheels. Lansing Co., 
Dept. HA, PO Box 750, Lansing 3, 
Mich. 


Item 46 
Sandalwood housewares line 


Sandalwood, a fashion neutral, 
has been adapted to Rubbermaid’s 
full housewares line. An introduc- 
tory assortment in sandalwood in- 
cludes two each of various styles of 
drainboard mats and drainer trays; 
sink dividers, sink and stove mats, 
dishpans, wastebaskets, buckets, 


dish drainers, sink strainers, cut- 
lery trays, drawer dividers, tissue 
dispensers, storage bins, bath mats, 
toilet top trays, soap dishes, and 
extra silverware cups. The assort 
ment retails for $129.50 and comes 
with two free decor wastebaskets 
as a bonus. Rubbermaid Inc., Dept. 
HA, Wooster, Ohio. 


Item 47 
Revolving lawn sprinkler 


Melnor’s improved, two-arm re- 
volving lawn sprinkler has twin-jet 
nozzles and dial contro] for mist, 
medium, and jet spray. Made of 
metal and designed in gold, white, 
and chrome. Arms and head are 
solid brass, chrome-plated, with 


non-tip zinc base. Model 910 re- 
tails for $5.95. Melnor Industries, 


‘Inc., Dept. HA, Moonachie, N. J. 


Item 48 
Two large plaid golf bags 


Here’s a large Keystone model 
MacGregor golf bag in a Green 
Candy plaid with black top and bot- 
tom cuffs and trim. It has a large 
round bottom, padded _ shoulder 
strap and three roomy pockets. This 
bag has umbrella and sweater 
straps, an outside hood and towel 
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“These Bethlehem nails 


keep their heads’ 


‘‘Never counted how many nails I hammer into the average house—but I can tell you 
we're using less since we switched to Bethlehem nails.” 

‘Heads stay on, and you don’t have to waste time pulling headless nails out of 
lumber. No more of those cheap nails for me.” 

You can get Bethlehem nails in a complete range of sizes, styles and finishes: 
bright, blued, cement-coated, and galvanized. And they’re packaged in sturdy 50-lb 
and 100-lb, easy-to-use cartons. 

Remember Bethlehem when you want speedy delivery of nails, staples, farm 
fence, steel fence posts, barbed wire, baling wire, merchant wire, bolts and nuts. Call 
our sales office nearest you today . . . or check your regular distributor. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Want more facts? Circle 115, p. 41 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 41 


snap. Model D8575 is shown. An- 
other model in a Black Steward 
plaid with natural trim has club 
dividers and large oval molded rub- 
ber bottom. Draper-Maynard Co., 
Dept. HA, 4861 Spring Grove Ave., 
Cincinnati 32, Ohio. 


Item 49 
Four tray tables in rack 


Marshallan’s No. 8914 king size 
tray table set comes in Room Saver 
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racks with casters. 
tour tables and retails for $12.95. 
Pattern shown is No. 7 simulated 
fiber glass. Marshallan Mfg. Co., 
Dept. HA, 1971 W. 85th St., Cleve- 
land 2, Ohio. 


Set contains 


Item 50 
21-in. reel power mower 


A solid rod clutch control is one 
of the features of this 21-in. reel 


power mower. Rugg’s Suburbanite 
Model 21B-O0O, shown, has a two- 
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position clutch for automatic re- 
clutch and permanent de-clutch. 
Other features are an upright 
handle for storage, an enclosed 
drive chain and five height adjust- 
ments. Identical features are in- 
cluded in the 18-in. Model 19B-O. 
E. T. Rugg Co., Dept. HA, Newark, 
Ohio. 


Item 51 
Eight tumblers in gift box 

You can retail this set of eight 
Anchor Hocking tumblers deco- 
rated in 22K gold and white de- 
signs for $1.98. Filigree pattern is 
on the glass shown at right, and 


the Raindrops pattern is in the dis- 
play-gift box. Anchor Hocking 
Glass Corp., Dept. HA, Lancaster, 
Ohio. 


Item 52 
276 paint colors in display 


Your paint customers can select 
the color combination they want 
with the aid of Minnesota Paints’ 


Color Studio. The 16 x 25 in. unit 
includes 276 colors arranged in 
eight color families. A profession- 
ally-planned color scheme is pre- 
sented opposite each group. Slots 
are located on the front of the unit 
to hold 20 national trend colors. A 
loaner kit is also available for use 
in the home. Minnesota Paints, 
Inc., Dept. HA, 1101 S. 8rd St., 
Minneapolis, Minn. 


Item 53 
Screw driver set special 


This 5-pe interchangeable ratchet 
screw driver set comes in an open 


face plastic kit and is specially- 
priced at $1.19. The set is regu- 
larly $1.49. Oxwall’s spring promo- 
tion features other specials on 
socket sets, drill sets, and pipe 
wrenches. Ozxzwall Tool Co., Dept. 
HA, 928 Broadway, N. Y., N. Y. 


Item 54 
Two-man inflatable boat 


Dapco’s two-man inflatable Prow 
Boat can be used with a paddle or 
outboard motor. This boat is made 
of a heavy duty vinyl in three sepa- 
rate compartments for maximum 
safety. It can be used on lakes, 
rivers, pools or in the ocean. An 
Inflato pump comes with the boat. 
When inflated, the boat is 8% ft 
long x 4% ft wide x 21 in. deep. 
When deflated, the boat packs into 
a small carton and the package 
weighs only 20 lbs. Retails for 
$49.95. Davis Products, Dept. HA, 
Van Nuys, Calif. 


Turn to p. 54 for a listing of 
new aids to help you sell better. 





WOODBIEND 


FREE—Handsome, permanent plastic counter 


FILLS NAIL HOLES 4 DEFECTS display holds 6 dozen assorted Woodblend. 
IN PANELING - FURNITURE - WOODWORK 


: A real self seller! Compact—takes less than 
NET Ls WOODRLENT one square foot of counter space. Order 
® #150 Magic Woodblend Assortment. 


GQ Atractive-tree color folders! 





Refills packed one dozen 
of a color per display carton. 
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WOOD BIEND 
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Magic Woodblend Putty Pencils are the perfect Each putty pencil is beveled on both ends for 
way to color match any shade of wood—no messy added convenience. 
mixing of colors and putty. Simply rub the proper Painters, carpenters, mechanics, and do-it- 
color Magic Woodblend over the hole or defect yourselfers use Magic Woodblend Putty Pencils— 
after finishing the wood. It fills and hides the holes because it saves time and money. A perfect job 
perfectly! Will not shrink or stain. every time. 


THE MARKET IS TREMENDOUS! ORDER TODAY FROM YOUR JOBBER 


Order refills No. 130 Natural, Pine No. 133 Light Oak No. 136 Maple, Cherry No. 140 Driftwood, 
No. 131 Blonde, Bleached No. 134 Butternut, No. 137 Redwood, Cedar Limed Oak 


by Number > Mahogany Light Mahogany No. 138 Dark Mahogany No. 141 Nutmeg, Elm 
No. 132 Birch, Fir No. 135 Light Walnut No. 139 Dark Walnut 


( MAGIC IRON CEMENT CO., INC. CLEVELAND, OHIO, U.S.A. 


America’s most complete line of repair products 
Want more facts? Circle 116, p. 41 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 41 for your copy 


ITEM 87 WATER SYSTEMS CATALOG— 
Tait’s 1960 edition is the largest in 
company history. Features a loose- 
leaf cover with tabs for easy ref- 
erence. Includes product sections 
on submersible, jet and reciprocat- 
ing systems, submersibles and up- 
right cellar drainers and water 
softeners. Company history, pump 
selection and installation data, and 
sales aids are also included. Cata- 
log available in 2- and 4-page sec- 
tions with space for imprinting. 
Tait Mfg. Co., Dept. HA, 500 Web- 
ster St., Dayton, Ohio. 


ITEM 88 TOILET SEAT BULLETIN— 
Describes Corobex and its use for 
germproofing Puritan toilet seats. 
The 3-pager describes properties of 
melamine-alkyd seat finish with 
Corobex. Three laboratory test re- 
ports are attached to the bulletin. 
Century Products, Inc., Dept. HA, 
8510 Chatham Ave., Cleveland 13, 
Ohio. 


ITEM 89 HARDWARE DISPLAY BUL- 
LETIN—This 2-page, 3-color bulletin 
describes the new Shelby Roto- 
Rack household hardware display. 
The 4-sided display provides self 
service merchandising for 41 in- 
dividual items and 396 pieces. The 
bulletin gives information on avail- 
able finishes, sizes and packaging 
for each item. Roto-Rack displays 
items such as standard barrel bolts, 
cupboard turns, sash locks, hinges 
and hasps. Request form RR. 
Shelby Metal Products Co., Dept. 
HA, Shelby, Ohio. 


ITEM 90 SPRING ASSORTMENT CATA- 
LOG—A choice of four Select-A- 
Spring assortments is offered in 
this new catalog. All details are 
given. Select-A-Spring Corp., Dept. 
HA, 61 E. 11th St., New York 3, 
N. Y. 


ITEM 91 BUILDERS’ HARDWARE MAIL- 
ERS—A series of giant postcards, 
in color, are available from Chal- 
lenger for dealer use in their mail- 
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ings. Each card shows part of the 
line in brass, bronze or aluminum 
on a colorful background. There is 
room for the dealer to imprint a 
sales message, name and address. 
Challenger Lock Co., Dept. HA, 
4865 Exposition Blvd., Los Angeles, 
Calif. 


ITEM 92 HOBBY DEALER BUYING 
GUIDE — Shows the latest X-acto 
hobby tools, kits, and merchandis- 
ers. Featured in the 20-page, 84% x 
11 in. book are five new early Amer- 
ican home decorating projects, two 
Colonial merchandiser deals and a 
knife and blade revolving display 
that takes up 1 cu ft of space. 
X-acto, Inc., Dept. HA, 48-41 Van 
Dam St., Long Island City 1, N. Y. 


ITEM 93 BUILDERS’ HARDWARE CATA- 
LOG — This 20-pager describes 79 
products. Includes a group of fric- 
tion and magnetic catches for doors 
and cabinets, a full line of track, 
guides, and glides for sliding glass 
and panel doors, and pulls for doors 
and drawers. Catalog is in soft 
cover, indexed and punched for any 
binder. Engineered Products Co., 
Dept. HA, P. O. Box 118, Flint, 
Mich. 


ITEM 94 TOOL CATALOG SUPPLEMENT 
—A 4-page price list is a feature of 
this catalog supplement from Vaco. 
The supplement is a 4-page, 81% x 
11 in. folder which contains a num- 
ber of illustrated individual catalog 
sheets. Everything from Foursome 
carded tool displays to new design 
nut drivers are included. The sup- 
plement is for Vaco master catalog 
SD-56. Vaco Products Co., Dept. 
HA, 317 E. Ontario St., Chicago 11, 
Til. 


ITEM 95 4-PAGE CASTER BULLETIN— 
Illustrates two series of casters. 
Bulletin 604 illustrates the light- 
duty 760 series in a variety of 
wheels from 1% to 8 in. in di- 
ameter. This economical single ball 
race, all-purpose steel caster comes 


in capacities from 50 to 800 lb. The 
medium heavy-duty 80 series 
caster, covered in the bulletin, is a 
double ball bearing swivel model 
with capacities up to 2500 Ib. Pay- 
son-Harris & Reed, Inc., Dept. HA, 
2916 W. Jackson Blvd., Chicago 12, 
Tul. 


ITEM 96 ICE MELTING CHEMICAL 
BOOKLET—Contains a complete list- 
ing of product features and applica- 
tion suggestions for Ice Rem Super, 
an ice and snow melting chemical. 
Laboratory test reports on the melt- 
ing properties of Ice Rem Super 
are attached to the bulletin. The 
aerated pellets remain active to 64 
deg below zero. Speco, Inc., Dept. 
HA, 7308 Associate Ave., Cleveland 
9, Ohio. 


ITEM 97 PANEL AND SIDING MATE- 
RIALS—Two catalogs are available 
from Masonite, one on exterior sid- 
ing and one on interior Presdwood 
products. Both 8-pagers are in 
color and illustrated with photo- 
graphs. A feature of the interior 
catalog is the Panelok working wall 
system and others. Siding mate- 
rials and other Masonite exterior 
products are featured in the ex- 
terior catalog. Both books have the 
theme Choose Modern Materials. 
Masonite Corp., Dept. HA, 221 N. 
LaSalle St., Chicago 1, Ill. 


ITEM 98 TROWEL TRADES CATALOG— 
Goldblatt’s 72-page book is devoted 
mostly to tools used by contractors 
and journeymen in the_ trowel 
trades. This 1960 catalog shows 
many tools developed in recent 
years, a@ masonry guide and esti- 
mating system, and a concrete fin- 
ishing tool called a Concrete Jitter- 
bug Tractor. A number of tools for 
general contractors, builders, and 
other tradesmen are shown. Gold- 
blatt Tool Co., Dept. HA, 1910 Wal- 
nut St., Kansas City 41, Mo. 


ITEM 99 CATALOG PAGE ON ROPE— 
Describes and illustrates rope and 
rope sales units available from 
Plymouth Cordage. Buying infor- 
mation, such as sizes, units per 
shipping carton, shipping weights, 
are included. Selling information is 
given for each product. Serves as 
a handy reference to hardware, 
boating and sporting goods ropes. 
Plymouth Cordage Co., Dept. HA, 
Plymouth, Mass. 





Mail 
your statement 
to DaB 


for quicker credit 
processing 
of your orders, 


faster shipments 


It’s to your business advantage to mail your latest 
financial statement, as soon as it is available, to the 
nearest Dun & Bradstreet office. 


Then you can be sure there’ll be no interruption in 
the flow of goods to you for selling, no delay in the 
extension of credit. Your suppliers, banks, and in- 
Surance companies will have the current information 
they need. This increases their confidence in you, 
their goodwill toward you. 


And there’s another reason. When the Dun & Brad- 
street reporter calls on you he will be able to discuss 
your business with greater understanding .. . and 
save your time... if he has had a chance to go over 
your latest statement in advance. 


Keep your credit report and rating up-to-date. Mail 
your financial statement today to the nearest Dun 
& Bradstreet office. 








Dun & Bradstreet, Inc. 


99 Church Street,:New.York 8, N. Y. 
Want more facts? Circle 117, p. 41 





VETERAN HARDWARE DEALER 


SOLVES SALES PUZZLE 


Credits New Display Rack 
For Increased VISE-GRIP Sales 


Mr. Lawrence Darr, owner of the Hale Hardware and Supply 
Co., East Alton, Illinois, had this to say about the new Vise-Grip 
display: “‘] have sold Vise-Grips in my store for the past 2C years, 
and the new Vise-Grip display rack has proved to be the best 
money-maker I have ever seen. It has increased impulse sales 
tremendously. I heartily recommend its use in every store.” 


Darr’s comment is typical of those from hundreds of dealers 
all over the country. The rack is bound to increase sales... 
makes it easier to sell the world’s most useful hand tool. And 
...it doesn’t cost a cent! You should have already received 
yours through the mail. If, for some reason, you haven’t received 
this money-maker, or it’s been misplaced—write to the manu- 
facturer and you will have one in just a few days. 


Don’t forget . . . Vise-Grips will be getting over 60 million new 
reader exposures through a series of ads in Saturday Evening 
Post. These ads will be merchandising the new rack, and request- 
ing your customers to look for it in your store. Put your rack up 
and cash in on this manufacturer-sponsored program. 





Prices and 
models are 


clearly 
= J indicated. 


Bright yellow 
and black with 
easy-to-read 
sale 


Requires a 
minimum of 


Tiree 


Cosyte put up. 
Fits on peg 
board or 


Features the 
compiete 
Vise-Grip line. 


PETERSEN MFG. CO. 
DeWitt, Nebraska Dept. HA-1 
Want more facts? Circle 118, p. 41 
HARDWARE AGE, january 28, 1960 © 55 





PREMIUM 


TUS 


13-PIECE 


COPPERTONE 


MEASURING SET 


(Certified Retail Value $2.47) 
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PLASTICS 


Want more facts? Circle 119, p. 41 
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A promotion to 


Ever had a customer say “‘I didn’t know 


promotion idea to overcome that hurdle. 


Are you looking for a promotion to build traffic, 
increase sales, make customers aware of a line you 
handle? 

Then, how about a promotion on all your aerosol 
lines? A hardware dealer put on such a promotion. 
Here is how he did it, and the results. These are 
ideas you can adapt to your store. 

The promotion was an Aerosol Fair at three Rickel 
Brothers hardware stores in northern New Jersey. 
The Fair showed that: 


By demonstrating aerosol products, letting custo- 
mers try them, and massing displays in one store 
area, a dealer can increase unit sales nine-fold. 


With demonstrations, plus mass display, dollars 
sales go up 4% times and the number of customers 


who buy triples, as against mass displays only. 


Rickel Brothers put on the Aerosol Fair promotion 
at stores in Union, Paramus, and its new shopping 


Window sign attracts traffic off the parking lot. 





spotlight a line 


you carried that product’? Here is a 


center store in Succasunna. The promotion was sug- 
gested by the Aerosol Div. of the Chemical Specialties 
Manufacturers Assn. The association worked with 
Rickels in planning, organizing, and running the 
promotion for four days. 

Major objectives of the promotion were to find 
how effective store demonstrations are in creating 
additional aerosol sales; to acquaint shoppers with the 
variety of aerosol products on the market; to gather 
information helpful to hardware dealers and to aerosol 
makers in increasing sales. 

Elements in the promotion in all three Rickel 
stores were: 

Advance local newspaper and radio advertising and 
publicity. 

A prize contest based on guessing the number of 
aerosol containers in a cargo net. 

Mass display of more than 25 aerosol products in 
a prominent area in each store. 

In Rickel’s newest and largest store, at Succasunna 
(see HARDWARE AGE, Sept. 10, 1959, p. 73), a pro- 


Demonstrations plus mass displays sell aerosols. 





POWER 


12-piece 


imported Continental 


CASSEROLE SET 


(Certified Retail Value $2.98) 
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Want more facts? Circle 120, p. 41 
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CUSTOMER'S CHOICE! 
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18 WICKWIRE BROTHERS. INC. 
NUMBER | CORTLAND NEW YORK UV. $. A. 
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NAILS 
sravo and BRADS 


come in three popular packs ... % Ib., % Ib. or 1 Ib... . to give your 
customers the choice of their needs! Each is clearly marked for weight, 
length and gauge . . . colorfully designed to create impulse sales year 
‘round . Brads are packed in yellow 

... Nails in green boxes. Both make 

eye catching displays on shelf or 

counter. Ask your jobber TODAY for 

Cortland Brand Nails and Brads. 


Send post-card for colorful FREE window or counter streamer! 


WICKWIRE BROTHERS, INC., Cortland, N. Y. 
NAILS & BRADS - WIRE NETTING - WIRE SCREENING - HARDWARE CLOTH 


Want more facts? Circle 121, p. 41 
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A promotion to put the 
spotlight on a line 
(Continued ) 


fessional demonstrator throughout 
the four-day period showed custo- 
mers how to use aerosol products. 


Rickel’s store in Succasunna 
dominates a new shopping center 
near Dover. The store serves sur- 
rounding towns, semi-rural and 
rural communities. Traffic is drawn 
from as far away as 25 miles. The 
market area is predominantly 
middle and lower-middle income 
families. 


Ads that pull traffic 


Rickel relies heavily on advertis- 
ing to build store traffic. Each 
week the store runs nearly full- 
page ads in 8 or 10 north New 
Jersey newspapers, and uses radio 
spots on several stations. 


During the week of the Aerosol 
Fair, the theme of Rickel’s ad- 
vertising was built around push- 
button living, and demonstrations 
at the Succasunna store. Main pur- 
pose of the ads was to build traffic 
for the three stores, not to pre- 
sell aerosol products. Radio spots 
with the same items were used 
frequently during the four days. 


Starting on a Thursday after- 
noon, a professional demonstrator, 
working from a prepared script, 
put on 15-minute demonstrations 
during peak store traffic periods. 
Demonstrations covered a dozen 
aerosol product types. 


How much is in a can? 


The demonstration was broad- 
cast over the store’s public address 
system. Her stage was a 12 by 12- 
foot platform and booth at the 
front of the store, equipped with 
a spray booth and other props to 
make the demonstrations authentic. 
More than 20 demonstrations were 
put on during the four-day Aerosol 
Fair. Room deodorizers, paints, 
plant sprays, automobile polish, 
non-skid rug _ backing, lubricant, 
glass cleaner, artificial snow and 
hand cleaner were demonstrated. 

To show how much product can 
be put in a container, a large 
plastic goblet was filled to the brim 
during each demonstration with 
contents of a 12-ounce aerosol shav- 











= « i> 
“ > “=. ie -? : nie sat = = 
OS, gO ON OE OO PE EF ~ ae =. Fo ab ¥ = ¥ Rw By 
¥ oer: ~er : ve y ¥ . - &, ee a? 2 ‘ on 4 & e" ee OP se i is _ ‘ a y * a ae . 
a. ee ~ ~ + ten > : » ¥ a ee ae Sp Sa, = eS Se A 
2 > - Soe . J + ; ta eee Os gt ee ; ~ 
ee Nee “a . Reo? i ee : et BF 


ee ee at 
a 
_ 


% oa prey & SY 
e »- . - “ 
2" : 


oe 
ee 


- 2 : 
i Matias way? .- 


a“ 
9 FES 


- 
mY 
oe 


ee eee . 
oo Oe Gee, 
4 » xs a a2 

tat 4 


DISPLAY | ) ssa EDT 
STAND | ee ee Rarer ee 


2 eit 


ae | ‘ 
a 
on on 
a3 





~* a 
Sat 
- 


Siok! ae ie 
Ne Ss 
‘« 





ne hy 
Sa 29 at 


bd. dat Band? Ve 3 
- ee yd > ey 


*t~, Sa 
af # a se ee ws ied 
‘ a4 Ite es “ovigh ta A : 
it ee. e #. gt, z 
oe te 


% er + 
. ; fa” 


i : * | = } 
: “2 , ‘= ah = % % cre pat 3 é ag es art Sind ; ie Fm, 
t ; ¥ J ‘ Vy . ” A + ka, a sve F * mas 205: % Pe 5? sted at 3 4d, 5 “ i'¢ 443 hin : 
site tate a” Syed 3 iv oe de eh Pes a . Ste a Pet hep ha ee ae oe, 9 ca talk; 
> , ® 2 , a ‘ 7 ae & es Pe a, “ x oe - > z ae ps : ae  <S : c 4 
. aN pm a : a . pea > & Cd *~ © 3 “a ~ oe nao } we ae a , ae a 
af hem, + ome ay PA Le , CL 4 tet * oa ees : 
By ny “a ‘a > fe “<a vi iP. oe oF _ pee an @ . et Dl os ae a 
Bene pimeret: 4 Og oe! “ og 
Rar. | * - ; : - 3 : , ae q ons * *, / = 
‘Ga oF 5 } P - * ; | By ,. : ’ oes. . . ‘ el 
. } t es A j ‘. * : < 4 : 4 <* i * 
pre Aco a WI1t h 
stand avail- 
able free from 
your distrib- 
J 
utor. Displays 
2 scales, stocks 
*. > 
4, wn gust one 
square foot of 
nearly 10% extra 
or space. 
added profit! 


DETEC “BAKER'S DOZEN’ 


BONUS DEAL on big-volume, big-markup 790H Scales! 


For every 12 Detecto 790H Bath Scales you order now— Magnif-Eye dial, stain-proof Mylar mat, oven-baked 
one absolutely FREE to retail at $8.95*. That “Baker’s enamel surfaces. Better order while bonus offer lasts. 
Dozen” adds: nearly 10% extra profits to an already Last call April 30. Get full information from your dis- 
juicy markup. You’re guaranteed fast turnover by ter- tributor today or write: *$9.45 in some western states 
rific promotional features — including easy-to-read Detecto Scales, Inc., 540 Park Avenue, Brooklyn, N.Y. 


Want more facts? Circle 122, p. 41 
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A promotion to put the 


spotlight on a line 
(Continued ) 


Americ 


Vreteers  am- Made 


Hardware Pease 


ing cream container, even though 
this is not an item customarily 
handled by hardware dealers. 


The demonstrator explained how 
an aerosol container works with a 
large cutaway drawing of a con- 
tainer, with its propellent and 
product contents, valve and dip 
tube. 


STANDARD 
H22-DA 
Drill 

Assortment Customers are counted 

More than 25 aerosol products 
were mass-displayed near’ the 
demonstration platform. 


Suspended over the demonstra- 
tion-spectator area was a net full 
of empty aerosol cans. A sign 
asked shoppers to guess the num- 
ber of cans and fill out a contest 
entry card to qualify for a grand 
prize, a 35 mm camera kit. There 
was no obligation to buy anything. 

A thorough check was kept on 
store traffic and aerosol sales dur- 
ing the Fair. A cash register key 
at the checkout counters in all 
three stores was assigned to aero- 
sols. Metered turnstiles gave daily 


: traffic tallies for each store. 
STANDARD i 

. . . Twist Drills for the Hardware trade are made 
in America by American craftsmen. They are exactly 
the same quality as those furnished industrial users. 


Your customers, who include mechanics and other 


Why customers buy 


One person out of every nine 
who bought anything at Rickel’s 


tradesmen, recognize and require quality Name Brand 
Twist Drills. Make your store quality headquarters. 
Satisfy them—Sell them STANDARD 


Display the H22-DA Assortment—it’s the smallest, 
most compact drill and drill set dispenser on the mar- 
ket! Occupies only 67 square inches of counter space. 

Show STANDARD Quality Tools, like the pro- 
fessionals use. 

Size: 9x 7% x 12%”. 
Green hammerline finish. 


Holds 34 high speed 
steel drills. 


8 popular sizes all above 
44"’ diameter. 


Two No. HS-45 and four 
No. HS-6 Drill Sets. 
Clear, Non-Breakable 
plexiglas cover protects 
from dirt and pilferage. 
All drills fit %’’ Chuck. 
Ask your Hardware Wholesaler about 

STAN DARD’S merchandising aids. 


STANDARD TOOL (‘0. € 


: 3950 CHESTER AVENUE | 
BRANCH WAREHOUSES IN: NEW YORK - DETROIT - CHICAGO - DALLAS - LOS ANGELES - SAN FRANCISCO 


CLEVELAND 14, OHIC 


Want more facts? Circle 123, p. 41 
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Succasunna store during the four 
days purchased one or more aero- 
sol products. In the two other 
stores, where special mass product 
displays were made, but where no 
product demonstrations were held, 
one out of 26 at the Union store, 
and one out of 16 at Paramus, pur- 
chased one or more aerosols. This 
indicated that by demonstrating 
the product plus massing aerosol 
product display a dealer may sell 
two to three times as many cus- 
tomers against relying only on 
massed product display. 

During the four days at Suc- 
easunna, aerosol dollar _ sales 
amounted to just under 3 percent 
of total gross store sales. This 
compares with 0.65 percent at the 
Union store, and 0.7 percent at 
Paramus. Considering that Rickel 
stores handle items up to several 





hundred dollars, the 3 percent fig- 
ure is high. 


Each store had been selling an 
average of eight aerosol units per 
day per store. The Succasunna 
store during the Fair moved an 
average of 73 aerosols per day. The 
other two stores sold 24 and 27 
units per day during the Fair. 
This indicated that all stimulants 
in the Succasunna store together 
increased aerosol unit sales nine- 
fold over normal sales, while 
massed product display and the 
guessing contest alone increased 
sales about three-fold in the other 
two stores. 


Probing the market 


Customers were asked their opin- 
ions of aerosols, in a survey con- 
ducted during the Fair. Eight 
questions were asked of 94 women 
and 59 men. The survey showed 
that: 

Many customers thought “aero- 
sol” was a brand name. 


About 97 percent had made at 
least one purchase of an aerosol. 


About 94 percent bought certain 
aerosol products regularly. Of 36 
aerosol products bought regularly, 
the six products mentioned most 
often (not given here in order) 
were paint, insecticides and in- 
sect repellents, furniture polish, 
room deodorants, shaving cream, 
window cleaner. @ End 





HARDWARE HUMOR 


as 


dept 





re) 


aK Su 


cd 


"Barnes, | liked your suggestion 
about hiring a janitor ... its all 


e 


yours... 





call your jobber 
now... {Of 


AD-A-GRIP 
GLUES 


DBUCK BONUS 


six extra dollars for you 
with each NA-I deal a 


Now, AD-A-GRIP, the most POWERFUL 
GLUE known to the world, gives you the 
most POWERFUL PROFIT MARKUP deol! 
You MORE THAN DOUBLE YOUR 
— on this sensational limited-time 
offer. 


AD-A-GRIP is READY-TO-USE . . . ALL- 
PURPOSE . . . joins everything and any- 
thing together in a long-lasting, WATER- 
RESISTANT bond. 

AD-A-GRIP does the BIG selling job on 
its own... with its LOW PRICE and 
“easy-squeeze” bottles in their attractive 
counter display. AD-A-GRIP’s BIG per- 
formance (backed by guarantee) keeps 
your customers coming back for more. 


HERE'S WHAT YOU GET: 
COST RETAIL 
1 Ctn. (24) 2 oz. $5.04 $ 8.40 
1 Ctn. (12) 4 oz. 4.32 7.20 
1 Ctn. (12) 8 oz. 7.20 12.00 
V2 Ctn. (6) 8 oz. FREE 6.00 


$33.60 
Your Cost 16.56 


NET PROFIT $17.04 
(more than DOUBLE YOUR MONEY) 


Freight paid on orders of | Doz. Deals or more. 


DON'T WAIT! CONTACT YOUR 
WHOLESALER NOW! 

TIME IS LIMITED! 

JOBBERS: WRITE TODAY FOR 
SAMPLES, CATALOG PAGE & 
DISCOUNT SHEET. 


AD “A: “LUSTER PRODUCTS COMPANY 


167 East Third Street, Mt. Vernon 45, N. Y. 
Want more facts? Circle 124, p. 41 
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LITTLE BROWN 
JUGS’ 


LITTLE BROWN 
CHESTS: 
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LITTLE BROWN JUGS LITTLE BROWN CHESTS LITTLE BROWN 
Deep-drawn ruggedness with 2-coat The most sturdy construction on the market! Two INSULATED OVAL COOLERS 


white vitreous porcelain-on-steel liners. a deep-drawn with hot-dipped galvanized liner. New oval shape for carrying ease. 
Faucet jugs in | gal., 5 qt. and 2 gal. xtra-thick Fiberglas® insulation. Food tray, ice Big 4 gallon capacity. Slip-in 
models . . . also 1 gal. shoulder spout. pick, can opener, outside drain. Three popular sizes. food tray optional. 


DOUBLE PAGE COLOR SMASH IN ASK YOUR JOBBER 
LEADING CONSUMER MAGAZINES ABOUT SELF- 
PRE-SELLS THE LITTLE BROWN LINE MERCHANDISING 
This big two-page spread appears in: DISPLAY RACKS 

- FIELD & STREAM 

« SPORTS ILLUSTRATED Also, FREE newspaper mats 

demmwegs and point-of-sale displa 
PLUS—special advertising to the boat- * 2 ay 
ing field, a dynamic vance of 35-mil- material to put more sell - 
lion people, in POPULAR BOATING your own store promotion. 
with full page, color advertising. 


Want more facts? Circle 125, p. 41 
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The most complete line in the industry, backed by the most dramatic 
consumer advertising, Little Brown Jugs and Chests have been completely 
redesigned to give Little Brown retailers an exclusive sales and profit 
franchise in 1960. Styled for immediate consumer appeal, they also have 


the exclusive quality features that make them top consumer values. 


styl an Jor sales leadership in. 1960 


——— SE Oca 
Complete Line for the Marine Field 


29° ee 


a ancl 





Lightweight, reinforced alumi- The finest “ware jug ever produced! Chest weighs only 6 lbs. Unbelievable 
num with drawn bottom section Matchless 


to prevent seepage. Food tray, Five quart capacity. . Revol . 
ice pick, can opener, drain. Two Also stainless gallon jug and two mod- struction is virtually indestructible. Can’t 
popular sizes. els in gleaming chrome. absorb moisture or odors. 


urability, pay Dn keeping qualities . . . less ice lasts days 
rass faucet. longer. Revolutionary foam plastic con- 


a 9 AMAZING NEW 
ALUMINUM ICE CHESTS STAINLESS STEEL JUGS FEATHERWEIGHT CHILLYBIN® 


i gcd 
Also, a Complete Promotional Line of Jugs and Chests under the well-known “VAGABOND®” brand name 


HEMP AND COMPANY. macome, wunois 


A Division of THE AMERICAN THERMOS PRODUCTS COMPANY 
Want more facts? Circle 125, p. 41 
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Seen 





“Credit Manual of Commercial 
Law,” 1960 Edition, includes many 
new laws enacted last year by 
national, state and municipal legis- 
lative groups. Congress and legis- 
latures in 47 states were in session. 
Here are a few things they did: 
Five states enacted the Uniform 


Commercial Code. Six amendments 
were made to the federal bank- 
ruptcy act. Congress extended the 
renegotiation act to June 30, 1962. 
Legislatures made changes regard- 
ing bad checks, claims against 
estates, mechanics’ liens laws. A 
new feature of the 1960 Edition 





@ The plastic clothesline that’s guaranteed 


@ Wire added to reduce stretch 


@ Reinforced with high-tensile rayon cord 


e@ Cleans easily with damp cloth 


@ Ties easily—won’t slip or stiffen—won’t 


stretch or sag 


e Will not rust—Will not stain clothes 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


World’s most complete line of cordage products 
Want mere facts? Circle 126, p. 41 
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is a summary of 1959 state instal- 
ment sales laws. Also, a section on 
definitions of less technical words 
and phrases used in automation. 
The Manual is a one-volume con- 
densation of laws on credit in lay- 
man’s language. Available from 
National Assn. of Credit Manage- 
ment, 229 Park Ave. South, New 
York 3, N. Y. Pages: 768. Price: 
$12. 


“The Business Man in Politics” 
shows a dealer how to maintain his 
individual rights in public affairs 
while shunning the wrong and 
following the right way for busi- 
ness to take part in government. 
Chairmen of the Republican and 
Democratic National Committees 
give a two-party view of the busi- 
ness man’s important role in 
politics. Representatives of leading 
companies discuss the executive’s 
own viewpoint. Available from 
American Management Assn., 1515 
Broadway, New York 36, N. Y. 
Pages: 146. Price: $3.75. 


“Developing a Product Strat- 
egy” points up the fact that 
product planning and development 
must be management’s  respon- 
sibility. It shows how finance, sales, 
engineering, production and re- 
search help top management come 
to a decision. The book also takes 
up the advantages of getting an 
outside view by using testing 
laboratories, university facilities, 
and individual consultants. Avail- 
able from American Management 
Assn., 1515 Broadway, New York 
36, N. Y. Pages: 352. Price: $7.50. 
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"Tell the boss | was a little late...” 








You'll say it’s the most profitable 
4% square feet in your store! 


Your Rust-Oleum return per square foot is 
nearly twice that of most lines you handle! And 
you can merchandise your Rust-Oleum depart- 
ment in just 4% square feet of space in this hand- 
some metal display—featuring both brush and 
spray containers. Place it UP FRONT where 
powerful Rust-Oleum national and local adver- 
tising will tie up with this colorful display for 
fast turnover and high profit! 


are imitations, 
but only one Rust-Oleum. 
It is distinctive as 
your own fingerprint. , 


Want more facts? Circle 127, p. 41 


Rust-Oleum is completely different! Specially- 
processed fish oil vehicle enables Rust-Oleum’s 
famous 769 Damp-Proof Red Primer to be ap- 
plied right over sound rusted surfaces! Attrac- 
tive top coats in sixteen colors, including pleas- 
ing pastels, provide maximum rust prevention 
in a wide array of smart colors. And remember 
— Rust-Oleum has over 35 years of industry 
proof behind it. Get the facts, today! 


yu eee eee ee ATTACH TO YOUR LETTERHEAD 2 ee oem 


Rust-Oleum Corporation 


Gentlemen: 


2567 Oakton St., Evanston, Illinois 


Please send me complete details on 
how my store can profit from a long- 
margin Rust-Oleum dealership. 


“ 


[a 
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“Want Book’ SALE! 
8 fast-selling 
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C neck your 
today. Bare 


Sales! Ask yc 


No. P-69 Merchandiser 


8 eggs Ye individually packaged tools d tool 
sets. All $1.00 values; retail, 69¢. Utility a 
saws, hex key sets, screwdrivers, files, malle 

of each... . 32 pieces attractively boxed in a 
rofit-making self-service display carton. Keep it 
lled and near your register—then just watch 


them sell. 
ORDER or RE-ORDER TODAY! 


{ " 
TOOL \€O., INC, | Wolds terse 
Lad & - it eat 
sd Producer of Unbre 
is 
t ; 


3522 Webster Avenue, New York 67 Amber Handle | 


er famous Full r 


self-service money-makers 


Fuller ——— are made in U.S.A., a and other countries, of the poe ey by skifled 
craftsmen . . . designed for service .. . and rigidly inspected to preserve Fuller Quality and Reliability. 
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Look but don’t buy any Tackle 

Box line until you’ve seen the new 

1960 line of Union Watertite Tackle 
Boxes and Accessories to be announced 
soon. It’s bigger and better than ever. 
Watch for it ... Compare it 

... Buy it! 


First With The Finest 
for 66 years 


UNION STEEL CHEST CORPORATION ° LE ROY,N. Y. 


Want more facts? Circle 129, p. 41 
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Paneling makes waste 


space a sales booster 

The uses of perforated paneling 
to turn blank wall areas into pro- 
ductive displays are well known, 
but there is a further use of this 
versatile display aid. 

At Oakdale Hardware, Smyrna, 
Ga., there was a problem with a 
waste line that ran through the 
paint department display area. 
Many dealers have the problem, 


Paint sundries look attractive where 
a waste line was once an eyesore. 


some with waste, water, electrical, 
and heating lines. Still others have 
old fashioned ceiling supporters to 
contend with. 

The problem can be solved with a 
minimum amount of carpentry, 
and an expense for perforated pan- 
eling of just pennies a foot. 

At Oakdale Hardware, lengths 
of perforated paneling were trim- 
med to 8 in. widths and mounted on 
1 x 2 in. lumber framing around 
a 6 in. waste line. A coat of hard- 
finish paint completed the job. 

Instead of a section of pipe, you 
can have many extra square feet 
of productive display. Eyesores 
can be converted into sales boosters 
while improving the looks of your 
store. The thinnest paneling will 
do the job, and you need not be a 
master carpenter. 





Cool Weather Makes Hot Prospects for 
J-M Dutch Brand Rub’ R-Shim Weatherstrip 


Stock up now because cool winds will blow hot Rub’ R-Shim prospects your 
way. Dutch Brand Rub’ R-Shim sponge rubber weatherstrip seals in heat, 
reduces vibration noise, cuts the cost of fuel down to the bare minimum. 
Easily applied with fingertip pressure, it sticks instantly on smooth or uneven 
surfaces, always looks like a professional job. Because it keeps heat cost 
down, you can tell customers they make money with Rub’ R-Shim! 


Order now and get up a display—a small assortment is available packed in a 
colorful display carton, combining the most popular and fast-moving sizes in 
10-foot rolls. Or talk to your DB man about the wide range of sizes in 10-ft. and 
50-ft. rolls. Remember—dropping temperatures mean rising sales volume. 


JOHNS-MANVILLE DUTCH BRAND DIVISION 
7800 South Woodlawn Avenue, Chicago 19, Illinois 
in Canada—Johns-Manville Co., Lid., Port Credit, Ontario. 


JM Jouns-MANVILLE 


Want more facts? Circle 130, p. 41 
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Movable shelving helps 
interchange of displays 


Stagg, Inc. Hardware is begin- 
ning its third year of operation in 
a large shopping center of Evans- 
ville, Ind., and finds that standard- 
ized shelving for floor units has 
been helpful. 

All the floor display units are 
4x 4 x 8 ft. Shelving can be 
interchanged. To move a depart- 


ment all that is needed is to ex- 
change the shelves. 

Paul F. Heinicke, Jr., manager, 
has found that bringing a shop- 
ping center store to its full sales 
and profit potential involves a good 
balance of featuring staple hard- 
ware merchandise along with im- 
pulse items. 

Staple hardware pulls _ traffic 
from homeowners in the surround- 
ing residential areas. Traffic is ex- 
posed to big ticket items and im- 
pulse merchandise and when cus- 





GOOD NEWS LETTER 


HARDWARE WEEK SPECIAL HS-159 


12 tubes of PLASTIC ALUMINUM plus 
2 FREE “SURPRISE” TUBES in ers 
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Paul F. Heinicke, Jr. 


tomers are in the market for this 
merchandise they shop the hard- 
ware store. 

Mr. Heinicke has been selective in 
adding new lines and increasing the 
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number of models carried in a line. 
Each hardware store has its own 
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YOUR PROFIT 


MARGIN NEARLY 50% 


Here's the hottest deal in Hard- 
ware Week*. Let my mother-in-law 
(she’s in the shipping room now) 
send you 12 big 514-0z. tubes of 
DURO-PLASTIC ALUMINUM and 


pattern of customer merchandise 
needs, that is difficult to determine 
aside from stocking a few items 
and observing sales volume. Stagg 
Hardware has been following this 
method of stock selection, then 
building up inventory on wanted 
lines and numbers to keep outs at 


she'll include . . . absolutely free 
. . . two tubes of either LIQUID 
STEEL, DURO-PLASTIC RUBBER 
or DURO-PLASTIC PORCELAIN 
REPAIR. The two free surprise 
tubes are packed right in the 
Treasure Chest. A free window 
banner is in the carton, too. 


RETAIL VALUE *14.00. DEALER COST ONLY 47.20 
*HS-159 offer expires April 15, 1960. 


PLUS AN ADDED ATTRACTION FOR YOUR CUSTOMERS 


Each of your customers buying a tube of DURO-PLASTIC Aluminum ca" receive 
a regular 25c POPULAR MECHANICS do-it-yourself booklet absolutely FREE. 
You have nothing to handle. We mail it direct to your customer when they 
send us the coupon on the back of each package. - ss 

Va Ai), 


Sales Manager and Son-in-law 


a minimum. 
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"That means ‘spend plenty’ 


“MY MOTHER-IN-LAW LOVES TO GIVE FREE 
SURPRISES — EVEN IF IT COSTS US MONEY!” 


ORDER STOCK NO. HS-159 FROM YOUR JOBBER, OR write 


THE WOODHILL CHEMICAL CO. 1390 East 34th St., Cleveland 14, Ohio 


“Originators and World’s Largest Manufacturers of Plastic Aluminum” 
THE NATION’S ONLY MOTHER-IN-LAW APPROVED FIX-IT LINE 
Went more facts? Circle 131, p. 41 
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IT FEELS RIGHT... 
IT’S STEEL*LITE! 


(THE MAGIC SHOVEL) 


With exclusive AMES DOUBLE-TAPER 
FORGED BLADE—shock band construction 
BLADE UNCONDITIONALLY GUARANTEED 


PARKERSBURG 
©. AM ES co. WEST VIRGINIA 
World’s Largest Shovel Manufacturer 

Want more facts? Circle 132, p. 41 








ONE SOURCE™ for ALL FLOOR COVERING HARDWARE! 





FAST MOVING... 


FULL 40% 
MARK- UP eee 
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Competitively priced and packaged for impulse sales! 





e Caster cups (for both carpets and floors) e Swivel 
glides e Button glides e For any leg diameter or shape, 
any load (to heaviest!) ¢ Free Bar Rack with pre-selected 
stock order. 


“UNITED STATES CASTER CUP CORP. 
Subsidiary, Childlore Corp. 
215 W. 15th St. Kansas City, Mo. 


Want more facts? Circle 133, p. 41 
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BETTER HOUSEHOLD 
ARDWARE SINCE 1872 
E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON. MASS. 
Want more facts? Circle 134, p. 41 








Every Handyman 
Needs a compact, 
easy -to-carry 
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Display them for easy sales! 
Snap a die head in the ratchet 
ring . . . cut the thread ... it’s 
as simple as that! That’s why 
your home and farm customers 
want a RIGID drop head 
threader for fast, easy pipe and 
conduit threading. Heads can’t 
fallout .. . dies reverse 
quickly for close-to-wall 
threading. Finest quality 
RIGAID long wear- 

ing dies. Bolt and 

conduit dies 

available. 


Order from your 
Wholesaler! 


Hand Carrier Free With All Sets Except No. 12-R 
| ( Order in sets or any combination ) 


Exposed Ratchet Type 
For pipe— “a"" to 1" —OO-R 
Va" to 1%" —111-R 
%"" to 2’°—12-R 
For bolts— 4°" to 1’”—00-RB 
Enclosed Ratchet Type 


For pipe— 4" to 1°” —O0-R 
Ye"’ to 1%""—11-R 





Want more facts? Circle 135, p. 41 
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Motto builds customer confidence 


The Most ieee As 


in Fishing Equipment ; 
i cieie oils He CA Chil Vania A famous quotation nearly a century 


of its quality ... you should fea- ; . ; ; 
ture Old Pal because it’s the most old serves to inspire belief in 


up-to-date line with new and : : 
exclusive items. the integrity of a hardware dealer 


New! 
Hand-E-Floater 


No. 14G10 Designed for 
use both as a carrier and 
a floater. Galvanized, one- 
piece, round. Capacity 


Soles oe 10-qt. There is a motto over the door of Hechinger Hardware and Lumber 
é Co., Washington, D. C., that every customer sees before he leaves the 

store. 
ee tees \ At the checkout counter, customers see this motto above the exitway. 
Ne. 34610 Bait can be Pa Invariably they read it and nod their heads in agreement. These cus- 
towed without drowning. ii. ai tomers leave the store with the feeling that they have gotten fair value 


Cone-shaped lid reduces 


drag. Can also be used as fat — aimee? 7 in exchange for their dollars. 
a marker buoy. Two- a a 5S , . . : ° 
piece, galvanized floater. Samus ae | Hechinger believes in the basic truth of this motto, penned by John 


wait 2 Ruskin (1810-1900) : 

“There is hardly anything in the world that some man cannot make 
a little worse and sell a little cheaper, and the people who consider 
price only are this man’s lawful prey.” @ End 


New! 

Oxy-Charger 
No. 22G10 A bubbler type 
bucket with a perforated 
emg nk ny etapa 
.- Minnows keep alive 
~~ days. Galvanized; 10- 
| qt. capacity. > 
Every customer feels a little better satisfied after reading the motto at 


top of picture. 


Molded Fiber Bucket 


No. 806 The ideal econ- 
omy bucket for minnows, 
crawfish and other live 
bait; waxed rim and 
bottom. Fiber buckets 4 
to 20-qt. capacities. 


i Old Pal 
> gat Plastic Spin Kit 


No. 370 New, exclusive de- 

sign. Can be used for spin 

kit or tackle box. Opens 
from both sides. 16 compartments—9 on one 
side, 7 on the other. Equipped with belt loop. 
Measures 914" x 4”’ x 2”. 


Order the complete line of OLD PAL Metal 
and Air Feeder Minnow Buckets, Bait Boxes, 
Worm Cans, Minnow Traps and Plastic Lure 
Boxes from your wholesaler. 





Write for free illustrated catalog 


OLD PAL, INC., subsidiary of 


Animal Trap Company of America « Lititz, Pa. 
Pascagoula, Miss. © Fenton, Mich. « Niagara Falls, Ontario 
Want more facts? Circle 136, p. 41 
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DU PONT ANNOUNCES THE 








New, low-cost color mixing machine is 
amazingly accurate, completely foolproof, 


gives you unusual profit opportunities. 


Now you can rid yourself of complex 

tube inventories and tube mixing . . . offer 
many more paint colors than ever before 
...and still save over 50% on the 

cost of colorants. 


What makes all this possible is a new 

color mixing machine—the Du Pont Color Master. 
Simple, compact, inexpensive. Check its 
features. Then get in touch with your 

Du Pont Paint Representative. He'll explain 
how you can have the new machine without 
down payment or financing charges. Or write 
for descriptive folder to Du Pont Co., Finishes 
Division, Dept. HA-61, Wilmington 98, Del. 


Unique features of the Du Pont Color Master 


1 ACCURATE~— meters precise amounts of 
colorant, as little as 1/64 oz., as much 


as 4 full oz. per shot. 


SIMPLE—easy hand operation. 
No automatic gadgets to get out of order. 


3 VERSATILE—tints almost all types of 
bases, including flats, enamels, rubber-base. 
Offers thousands of color possibilities. 


COMPLETE — includes mixing-formula cards 
in metal cabinet, color display unit, 
complete merchandising aids. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


REG. w 5. pat. OFF 


Want more facts? Circle 137, p. 41 
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SAVAGE HAS MORE...of the 


NEW 
SAVAGE 99 
ACTION! 


e Top-tang safety + New trigger—sear mechanism «+ Monte 
Carlo stock «+ .300, .250-3000, .358, .308, .243 calibers Shown is 
the newest member of a famous family—the Savage model 99-DL. Now 
you can offer your customers America’s finest lever-action rifle in the 
favored Monte Carlo version preferred for scope shooting. This is the same dependable action refined to meet 


the demand for the convenience of a top-tang safety—with a new trigger and sear mechanism for crisp trigger 
pull, and lightweight 24” barrel. $127.50. 


Model 99-F Featherweight—Lightest lever-action big game rifle 
made! Same fine new action with top-tang safety, new trigger—sear 
mechanism . . . preferred by hunters the world ’round. Just $121.50. 


Model 99-R — For scope sighting with semi-beavertail fore-end. Depend- 
able action, with standard safety on trigger guard. Only $116.75. 


FIRST... 


with the new 22 magnum 


NOW...  f now: 


grooved for scope mounts 


A99 - £ THE FAMED 
FOR LESS | SAVAGE 24 
TH AN $100 ag , rifle/shotgun 


Here is America’s most useful gun, 
For sportsmen on a budget who want the | now more effective than ever. It’s 
dependability of a Savage 99, there’s also / = the 24-M with rifle barrel chambered 
a new standard model at less than $100.00 “Sieg for powerful 22 magnum rimfire. 
... the 99-E with standard safety on trigger e Regular 24 chambered for .22 long 
guard. Available in .300 and .250-3000 rifle, long and short—both with .410 
Savage. In Savage 99’s you havea complete . gauge shotgun barrel. Fine for all 
range of weights, calibers and styles to meet | types of shooting—and sells the year 
all your customers’ preferences. $99.95. co = ‘round! Only $43.50. 

Want more facts? Circle 138, p. 41 
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MOST-WANTED MODELS: 


meat . LLLLLLLELLE 


30L...ANOTHER 
LEFT HAND 
FIRST! 


e World’s first left-hand pump gun -« Mirror version of right hand... 
ejects to left side .. . left-hand safety In 59 Savage introduced the vent rib 
model 30 pump gun. Now .. . for 1960 a companion left-hand version to help you 
make new and added sales. Also new for ’60 . . . right-hand model 30 in 20 gauge 
by popular demand. All model 30’s now have flat damascened bolt, gold-plated 
trigger and safety for still handsomer appearance. With the Savage model 30 you 
can offer your customers the best —right hand, 12 or 20 gauge; left hand, 12 gauge 
only; all available in popular barrel lengths and chokes or with adjustable choke. 
Premium grade quality and features at less than standard gun prices. Models 30 
and 30-L—$85.75, Models 30-AC and 30-ACL—$90.75. 


(MIRROR VERSION ACTION) 


1960 


As you can see, progress continues to be the 
watchword at Savage thece days. Count on 
Savage to provide you with the latest and best 
in volume-selling sporting arms. That means 
expansion— modernization—all in step with in- 
creased demand for the strongest, most com- 
plete line of quality firearms. Have your Savage 
distributor give you the whole story now! Retail 


FIRST AGAIN 
TO OPEN 


A GREAT 
NEW MARKET 


... Announcing the Savage 101 safety single 
shot pistol. A famous Western model with mod- 
ern safety features. Fashioned on authentic 
Western lines, the Savage 101 is a unique single 
action, single shot pistol with the balance of a 
fine revolver. .22 long rifle, long or short. Priced 


prices shown are subject to change. Savage Arms 
Corporation, makers of Savage—Stevens— Fox 
firearms, Chicopee Falls, Massachusetts. 


Savage de 
Stevens FOX ~* 


BE SURE TO MAKE THE SAVAGE BOOTHS 56-57 
i YOUR FIRST STOP AT THE ’60 NSGA SHOW! 
Want more facts? Circle 138, p. 41 


at just $19.50. 
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head adjusts 
to desired 
raking angle 
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WHAT A SWEEP! 


new 42’ wide lawn rake from TRUE TEMPER. 


Here’s a rake your customers will go for because it gives 
them giant-size raking width at a new low price plus all 
these True Temper quality features: 


Torque-free steel head tube minimizes twist, 
holds teeth firmly in place. 


Heat-treated steel teeth have long flex life, are 
individually replaceable. 

Proper raking angle is easily set by simple 
adjustment at the braces. 


Beautiful chrome and maroon protective finish, 
smooth fire-hardened handle. 


It all adds up to terrific value. And the nationally ad- 
vertised True Temper name is the clincher. Call your 
True Temper wholesaler now. True Temper, 1623 
Euclid Avenue, Cleveland 15, Ohio. 


wt. Doz. 
46 ibs. 


Packed 


3 heads in carton 
3 handies in bundie 


TRUE I[EMPER. 


your basic line... your money line 


No. Handie Head 
WLR S&S ft. 42 in. 


Want more facts? Circle 139, p. 41 
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How a dealer sells water pumps to farmers 
(Continued from page 25) 


The driller also receives 10 per- 
cent discount on all pipe and ac- 
cessories he uses in repairing a 
well and its equipment, whether he 
originates the job or Mr. Ramsey 
finds it for him. 

The company sells pumps through 
personal contact, both in the store 
and on the prospect’s premises. 

In order to capitalize on the 
presence of farmers and ranchers 
in the store, the company main- 
tains an actual working submersi- 
ble pump on the sales floor, just 
inside the door. 

On Saturdays and other days 
when there are more than the 
average number of farmers and 
ranchers in town, the management 
keeps the pump operating con- 
tinuously. At other times, the 
salesman who has interested a 
prospect in it, presses a switch and 
starts the pump. 

The company obtains an ocea- 


sional lead through these store 
demonstrations. This is followed 
through the first time Mr. Ramsey 
is in the vicinity of the prospect’s 
home. 

Although he makes no cold calls 
to sell pumps, Mr. Ramsey does 
follow up leads. This policy pays 
consistently in sales and mainte- 
nance service later on. 


“We are just as interested in 
creating business for our well 
driller as we are for ourselves,” 
Mr. Ramsey says, “because we 
know that whatever pipe and sup- 
plies he needs for an overhaul job, 
he will buy from us. 


“If a personal contact produces 
nothing more than a decision by 
the prospect to have an old well 
reworked, the call will have been 
profitable, through the sale of pipe 
and accessories needed to rework 
the well.” © End 





Water pumps make an 
interesting display 

The hardware dealer with five or 
six water pumps in stock can move 
them out of the stockroom into a 
window display occasionally. 

This has been the experience of 
Crescent City (Calif.) Hardware 
Co., especially when pump manu- 
facturers have a promotion or 
trade-in sale going. 

A pump window is easy to build, 
and different enough to increase 
normal interest of passersby. As 
shown in Crescent’s window, a 
manufacturer’s window pennants 
give the display a theme. Then 
pumps that are normally kept in 
the stockroom are set on top of 
their cartons in the window. Presto, 
you have a window display. 

Related items such as plastic 
pipe, water filters, hand pumps, 
gages, etc., diversify the window 
and make it still more interesting. 

Many customers who may never 
have thought of your store as pump 


Display theme: trade-ins. Display 
time: minutes. Results: a pump-head- 
guarters identity for the store. 


headquarters will file the idea away 
in their minds for future reference. 
If you trade pumps, repair or in- 
stall them, a window sign saying 
so will heighten interest still fur- 
ther in this seldom-displayed line, 





PROFIT TIPS 
FROM 


“BAIT OF CHAMPIONS” 








TP No.1... THE EYE? NEW! 


Allows casting into really heavy cover 
without snagging. Will not twist line. %, 
4, \% oz., 4 colors. Packed 12 on display 
card. Retail $.85. 


TIP NO. 2... HAWANHAN WIGGLER NO. 2° 


Shallow runner. Comes through pads and 
snags easily. Gets the “smartest” lunkers. 
5%, 14 oz., 5 colors. Packed 6 to display 
box. Retail $1.25. (Single Spinner) 


TIP NO. 3... HAWAIIAN WIGGLER NO. 3° 


Streamlined shape slides through clingy 
moss. Casts like a bullet, even in wind. 
5%, 14 oz., 5 colors. Packed 6 to display 
carton. Retail $1.25. 


Every year, more and more fishermen are 
filling their tackle boxes with these proven 
Arbogast “Bait of Champions” lures. Be 
sure they are on your shelves. 


ife FieldcStream 


Powerful national CONSUMER AD- 
VERTISING CAMPAIGN in leading 
Outdoor Magazines stimulates sales, pre- 
sells Arbogast lures, helps make greater 
profits for you. 


SEE YOUR JOBBER TODAY! 


Write for FREE CATALOG on 
“BAIT OF CHAMPIONS” 
FRED ARBOGAST COMPANY, INC. 


Dept. HA-2, 313 W. North St., Akron 3, O. 
Want more facts? Circle 140, p. 41 
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Now Your Most Complete 
Reference For 
Threaded & Headed Products! 


NEW 
1960 EDITION 


Y, thas 


SCREW € SPECIALTY CO., INC. 


ATLAS 


SCREW & SPECIALTY CO., INC. 


METAL FASTENERS 


CATALOG 


For more than 25 years Atlas 
Screw & Specialty Co., Inc. has 
been synonymous with quality 
and service. In keeping with our 
desire to serve you best, we 
have just completed printing our 
newest catalog. The list prices 
published therein are up to date 
and reflect the most current 
changes. 


yours... FREE! 


Write to our 


ue 
and re atalog 59HA 


Our Factories And Warehouses 


Are Centrally Located To Guarantee You. 


Fast And Efficient Service. 


ATLAS 


SCREW & SPECIALTY CO., INC. 


450 Broome St. 396 Jellif St. 
N.Y. 13, N.Y. Newark, N. J. 


3661 N.W. 48 St. 250 Mill St. 
Miami, Florida | .Waterbury, Conn. 











Convention Calendar 





_ conventions 


shows 














Want more facts? Circle 141, p. 41 
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Convention Check List 


conferences 





For complete details about the conventions and shows listed below, see the 
alphabetical listing starting on page 140, Jan. 14 issue. The next 
complete listing will be in the Feb. || issue. 


January 


24to Moore-Handley Hardware Co., 

Feb. 6 Merchandise Mart, Birming- 
ham, Ala. 

30 to Louisiana-Mississippi Retail 

Feb. a Assn., Baton Rouge, 
a 

31 to Frankfurth Hardware Co., Mer- 

Feb. 1 chandise Clinic & Show, Mil- 
waukee 

31 to Wisco Hardware Co., Annual 

Feb. 2 Merchandising School & Sales 
how in cooperation with Uni- 
versity of Wisconsin School of 
Commerce 


February 


1-2 Wisconsin Retail 
Assn., Milwaukee 
1-3 Janney, Semple, Hill & Co.., 

Minn.; Feb. 8, Ore.; Feb. 10, 
ie Feb. 12, Mo.: and Feb. 
15, Ul. 
2 Warren M. Koons, Inc., Phila- 
delphia, Dealer Show & Clinic, 
King of Prussia, Pa. 
2-3 Standard Wholesale Hardware 
& 7 Co., Spring & Summer Presenta- 
tion for Dealers, Chicago 
2-5 lowa Retail Hardware Aissn., 
Des Moines 

5-7 Home Improvement Products 
Show, Chicago 

6-8 Tennessee Reta! 
Assn., Nashville 

7-9 Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City 

7-9 Our Own Hardware Co., Con- 
vention & Merchandise Show, 
Minneapolis 

7-9 Virgina Retail Hardware Assn.., 
Virginia Beach 

7-10 Coast to Coast Stores Central 
Organization, Inc., Minneapolis, 
Minn. 

7-10 Ohio Hardware Assn., Cleve- 
land 

10 Connecticut 
Bridgeport 

9-11 C. Y. Schelly & Bro., Inc., An- 
nual Spring Preview & Mer- 
chandise Show, Allentown, Pa. 
14 E. Rabinowe & Co., Open 
House & Merchandise Exhibit, 
Yonkers, N. Y.; also on Feb. 28 
at Middletown, Conn. 
14-15 Arkansas Retail 
Assn., Little Rock 
14-16 California Retail Hardware 
Assn., Western States Hard- 
ware-Housewares Show, San 
Francisco 

14-16 Kentucky Retail Hardware Assn.., 
Louisville 


Hardware 


Hardware 


Hardware Aissn., 


Hardware 


14-16 Nebraska Retail 
Assn., Lincoln 
14-16 Tri-State Hardware & Imple- 
ment Assn., Amarillo, Tex. 
14-17 Coast to Coast Stores Central 


Organization, Inc., Portland, 


Hardware 


re. 

15-17 Pennsylvania & Atlantic, Sea- 
board Hardwore Assn., Harris- 
burg, Pa. 

16-18 Michigan Retail 
Assn., Grand Rapids 

20-22 New England Hardware Deal!- 
ers’ Assn., Boston 

21 Wm. L. Blumberg Co., Inc., 
Open House & Garden Show, 
Brooklyn, N. Y. 

21-22 Eagle Sales Co., Inc., 
Show, Elizabeth, N. J. 

21-23 Alabama Retail 
Assn., Birmingham 

21-23 Northern Wholesale Hardware 
Co., Portland, Ore. Annual 
Convention & Merchandise 
Show 

21-23 Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 

21-23 West Coast Hardware & House- 
wares Show, Los Angeles 

21-23 West Virginia Hardware Assn., 
Parkersburg 

23-25 Hardware Assn., of the Caro- 
linas Hardware & Housewares 
Show, Charlotte, N. C. 

29 to New York State Retail Hard- 

Mar. 2 ware Assn., Syracuse 


March 


& S. Federbush Co., Spring Dealer 

Show, Lodi, N. J. 

7-16 American Toy Fair, New York 

20-22 Piedmont Hardware Co., Gen- 
eral Merchandise Show, Dan- 
ville, Va. 

22-24 South Dakota Retail Hardware 
Assn., Huron 


Hardware 


Dealer 


Hardware 


April 

3 Worth Hordwore Co., 
Show, New York, N. Y 
4-9 National Builders’ Hardware 
Assn. Management Conference, 

Princeton, N. J 
10-13 Southern Hardware Convention, 

New Orleans 


Dealer 


May 

15-17 Pacific Coast Conference of 
National Builders’ Hardware 
Association and the American 
Society of Agricultural Con- 
sultants, Portland, Oregon 

23-25 Triple Industrial Supply Con- 
vention, Chicago 


For complete details about conventions and shows listed above see the Jan. |4 
issue of Hardware Age. 











Fe works 
for YOU 


. when he appears in 4 million copies of 
Farm Journal and Successful Farming 
within the next 5 months... to tell 2 
million farm families about Wood’s 
Jet Lite steel shovels. 


Wood’s Jet Lite steel shovels do more 
work with less load on the user’s back. 
They’re engineered for more strength 
(at handle joint, shoulders, and frog), 
but less waste weight (15% lighter than 
average). They’re visibly a value over tools 
that make you work harder than you 
need to... And your farm customers 


will be asking for them. 


Medium price range. Retail under $6.00 
anywhere. This spring, tell your jobber, “I 
want Wood’s Jet Lite shovels.” Insist! 


As advertised in 
Farm Journal Central 
Edition and 


Successful Farming. 


Want more facts? Circle 142, p. 41 


HARDWARE AGE, january 28, 1960 © 77 





How’s the Hardware Business? 





How do you stack up as a hardware dealer? Here 
are some comparisons that will help you decide 


Have you ever wondered how you 
stack up with other hardware deal- 
ers? 

For instance, who do you con- 
sider your principal competitor? 

How many customers come to 
vour store per week? 

How many of these customers 
are women? 

What is the size of your average 
sales check? 

Are you younger or older than 
the average hardware dealer? 

How do you measure up educa- 
tional-wise with other dealers? 


Personal interviews 


Answers to these questions come 
from an Editorial Research Sur- 
vey made by HARDWARE AGE over 
the past few years in its effort to 
know more about its readers. 


The survey was conducted for 
HARDWARE AGE by the Chilton Re- 
search Department, and was con- 
ducted on a personal interview 
basis on a carefully drawn prob- 
ability sample of readers. 

When it comes to the hardware 
dealers biggest competitor, most of 
the dealers in the survey list other 
hardware stores. In fact, 42 per- 
cent list other hardware stores, 29 
percent list mail order houses, 17 
percent discount houses, 13.4 per- 
cent supermarkets, and 6 percent 
lumber yards. Some dealers listed 
more than one competitor. 


44°% women shoppers 


Dealers were asked how many 
customers come into their store per 
week. The answer shows a median 
of 750 people, based on traffic en- 
tering the store. 

Of those 750 shoppers a week, 


dealers list 44 percent of them as 
women. 


Dealers estimated that the aver- 
age sales check per customer was 
$2.97 during a typical week. 

The average age of the hardware 
dealer in the survey is between 50 
and 59 years. Dealers in that age 
bracket represent 41.2 percent of 
those questioned, while 25.3 per- 
cent are between 40 and 49, 16.9 
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percent between 30 and 39, and 3.9 
percent between 20 and 29, and 
.2 percent are 70 or more. 

On educational basis, 19.3 per- 
cent of the dealers surveyed have 
graduated from college, 22.6 per- 
cent have attended college for a 
while, and 57.5 percent have grad- 
uated from high school. 


Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Sporting goods circular 
by Liberty Distributors 


“Helpful Hints for Fishermen” 
is the theme of-the 4-page, 2-color 
sporting goods consumer circular 
offered. by Liberty Distributors, 
Philadelphia. 

The circular features less than 
40° items, all basic items such as 
casting, spin-casting, and fly rods, 
a short line of tackle boxes and 
buckets, a limited number of nets, 
and best-selling reels of all types. 


Included in the circular are fish- 


‘ Shoes ae P 


ing hints and a fishing calendar 
for 1960. 

A tie-in store display kit is 

(Continued on page 80) 


Hardware store sales up 
4% for first 11 months 


Retail hardware store sales in 
November were $219 million, down 
3 percent from November 1958. 
This was the first month in 1959 
that fell below the comparable 
month of 1958. 

However, the 11l-month figure 
shows an increase. Sales were 
$2,246 million, up $97 million or 
4 percent from the same period in 
1958. Sales for the first 11 months 
of 1959 were also ahead of the like 
period of 1957. 


Here are the Commerce Dept.’s 
unadjusted estimates of hardware 
store sales for the last three years: 


(Millions of Dollars) 

1959 1958 1957 

January ... 174 172 183 
February .. 167 154 174 
March .... 193 178 208 
245 224 221 

263 257 253 

262 238 248 

240 227 238 

August .... 229 223 234 
September . 227 225 225 
October ... 243 242 240 
November .. 225 229 


ELEVEN 
MONTH 
TOTAL $2,462 $2,365 $2,453 
December 288 283 





$2,653 $2,736 


Wholesale sales in Nov. 
up 7% from a year ago 


November sales of hardware 
wholesalers were $195 million, a 10 
percent drop from October, a 7 per- 
cent increase over November a year 
ago, the Commerce Dept. reports. 

Sales for the first 11 months of 
1959 were $2,196 million, 10 per- 
cent above the like period in 1958. 

Inventories at the end of Novem- 
ber were 6 percent higher than at 
the end of November 1958, but 2 
percent below October 1959. 


Business failures up 


Business failures for the week 
ended Jan. 7 were 242, or 16 more 
than for the previous week, but 
79 less than for the same week in 
1958, according to Dun & Brad- 
street. 





These ROSS features 
s ‘ 
The ROSS American-Made : SELL FOR YOU! 


. . — .. @ Aerodynamic Styling 
bicycle line outsells , —4 Bar Frame Construction 
competition with quality, 

styling, price! No other 


bicycle line offers so 


: ! ——. © Regulation American Drop Forged 
many quality features at ' Crank Construction 


@ Lifetime Frame Guaranteed 


e Regulation American Bicycle Construction 


our prices. A proven 

success with leading 
retailers. Send for 
catalogue of fast-selling i 
Ross models for every 

price requirement. 

Our new promotion kit 
helps you sell bicycles 

right off the floor. 


e Eye-catching Flamboyant Colors 
— permanent lustre finish 


“Jet Wing’ Rear Luggage Carrier 


7 
* 


i ek 


UNMATCHED 
FOR QUALITY... PRIGE! 


ROSS Mowers create © Briggs and Stratton Engines—with New “impulse” starter 
sales volume... e Easy “Adjust-wheel”’ height control 

© Reinforced steel wheel pads at al! axle locations 
fast turnover! , Lifetime Guaranteed—sturdy 14 gauge steel deck—with 
staggered wheel design to prevent scalping! 
consumer feature! . e Completely baffled under carriage assures good grass ejection. 
Quality constructed for a aaa e “Vacuumatic Action” — lifts reclining grass! 
Trouble Free Customer e Exciusive “STA-SHARP”’ Cutting Biade! 
Satisfaction! 4 eee at gi 3 ®@ Heavy duty Steel wheels—with new “Safety Tread”’ Tires! 
aii teen Riis . Tage . oe ¢. * e Convenient 4 position remote throttle controls 
pba ber oy “ea z ' bal = _— | e FREE Leaf Muicher with every mower! 


Mower Value! 


Styled with every wanted 





KY 


Sales-Stimulating Dealer Promotion Kit lobber and Distributor 
includes Fact Cards, Window Streamers, Ad Mats, : ace nvited 
Counter Cards, Sales Training Hints. inquiries invited. 


Exclusive territories available 











WRITE TODAY—Catalogs 


Want more facts? Circle 143, p. 41 
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Why have so many building supply and hardware dealers tagged Griffin 
as ‘A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t’”’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 


Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 144, p. 41 
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New Wholesalers’ Aids 


(Continued from page 78) 





available. It contains matching red, 
white and blue banners and pen- 
nants, illustrated price cards in 
two sizes and a supply of 2-color 
blank price cards which enable the 
dealer to select a sale item from 
his own stock. 


More than a million circulars are 
expected to be distributed by 
dealers. 


The following Liberty Distribu- 
tors offer the circular: 

Farwell, Ozmun, Kirk & Co., St. 
Paul; Wyeth Co., St. Joseph, Mo.; 
Ohio Valley Hardware Co., Evans- 
ville, Ind.; Momsen-Dunnegan- 
Ryan Co., El Paso, Texas; Morley 
Brothers, Saginaw, Mich.; Morley- 
Murphy Co., Green Bay, Wis.; 
Albany Hardware & [Iron Co., 
Albany, N. Y.; Emery-Waterhouse 
Co., Portland, Me.; J. A. Williams 
Co., Pittsburgh; Supplee-Biddle- 
Steltz Co., Philadelphia; The Salt 
Lake Hardware Co., Salt Lake 
City; and Schlatter Hardware Co., 
Inc., Fort Wayne, Ind. 


Supplee-Biddle-Steltz 
offers sale circular 


Supplee-Biddle-Steltz Co., Phila- 
delphia wholesaler, has a mid- 
winter sale circular to help dealers 


. gee Sane 
sensaTional 69% SA 


. ener | «fy 
cotter  : 


oan y-OAY UMBREL 4 
sAVE $3-° / 


aes . 
aie 


fr 


through the usual slow late winter 
months. It will be available until 
April 1. 


The circular is a four-page news- 





paper size broadside printed in 
three-colors. It has 60 hardware 
items and 388 are specially priced. 
A coupon deal offers an umbrella 
valued at $4.98 for $1.98 with the 
coupon. There’s space for dealer 
imprint on the front cover. 


Witte offers its spring 
broadside to dealers 


Witte Hardware Corp., St. Louis, 
is making available its spring 
broadside to dealers, with an option 
that allows each individual dealer 
to run the sale when he choses. 

The broadside “Spring Bargain 
Parade” is printed in three colors, 
and is tabloid size. It features 
some 66 traffic building items and 
offers three coupon specials. 

Point of purchase display mate- 
rial is available with the broad- 
side. It consists of window ban- 
ners, pennants and i 
price cards. 


51% 


Promotions 


Manufacturers’ New 
Merchandising Plans 


National ads to carry 
Mirro spring promotion 


Mirro Aluminum Co., Manitowoc, 
Wis., spring promotion is the larg- 
est in the company’s history. 


Ads featuring Mirro-Matic elec- 
tric housewares, giftware, pantry- 
ware and the new plastic-trim cook- 
ware line will appear in Ladies’ 
Home Journal, McCall’s, Better 
Homes & Gardens, Good House- 
keeping, American Home, Farm 
Journal, Parents’, Bride’s Maga- 
zine, and Modern Bride. 


Ads in This Week and Parade 
magazines will introduce Mirro’s 
new plastic-trim cookware line, and 
will offer a special on the com- 
pany’s new 3-qt covered saucepan. 
The saucepan which regularly re- 
tails for $2.95, will be offered at 
$1.98. 


Five other Mirro products, all 
with reduced retail prices, will be 
carried in these ads. They are the 
Mirro i1-qt Gold Band covered 

(Continued on page 84) 


























Anchor Brand Top Values 
quality-wise, price-wise 


\A% Check and see if your stock is low on 


these 10 dealer-tested Anchor Brand profit-makers. 





























[ | No. 327 Wire Rope 
Clamps 


QUICK AND EASY fastening for 
tiller lines, guy wires, etc., 5 sizes 
rope diameter, Ve” through ¥%”". 





| | No. 421 Standard 
Oarlock 


REGULAR SOCKET oarlock is gal- 
vanized. Comes in six sizes. 


| | No. 340 Utility Snap 
STURDY cast malleable iron 


spring snap is available in six 
eye sizes, from 2” through 2”. 





























| |] No. 1 Display Box 


SILENT SALESMAN, features snap 
assoriment — spring and bolt 
snaps which seli quickly from 
counter position ..72 snaps 
in all. 





| | No. 5025 Snap 
ALL PURPOSE swivel snap, 4 


sizes, in cast malleable iron from 
Ye” to 34”, solid brass in Ye” size. 





| | No. 45 Pulley 
Display Box 

SWIVEL EYE PULLEYS, single and 

double, cadmium-plated for rust 


resistance are in container show- 
ing pulley uses. 
































[| | No. 102 Calf Weaner 


HUMANE PATTERN WEANER has 
adjustable bal! tip nose ring — 
medium size. Also available in 
small size, No. 101; large size, 














| | No. 20 Display Box 
FOR HOME, FARM, FACTORY, 


two dozen 6” latches complete 
with staples. Latch has weather- 
proof gravity operated locking 
device. 





|_| No. 5319 Cattle 
Leader 

STRONG CAST MALLEABLE IRON 

leader with hook, 8” in length, 


has two holes in handle to permit 
threading of rope. 





| | No. 15 Curry Comb 


CIRCULAR PATTERN COMB is 
spring steel, reversible so both 
sets of teeth may be used. Also 
comes in solid brass. Handle is 


red enameled wood. 


Rugged construction, smooth finish—these are just 
two of the reasons why Anchor Brand and WC 
“Dependable” products attract hardware customers. 
Popular prices clinch the sale. 

Your North & Judd wholesaler can help you keep 
your stock up to the minute—and your sales up to 
the mark—with Archor Brand and WC “Depend- 
able” items, packaged to appeal and priced to sell. 


SS 





NORTH|2JUDD 
Manufacturing Company 


New Britain 


Connecticut 


New York © Boston ¢ Philadelphia © Atlanta © Jackson (Miss.) © Buffalo © Detroit © Chicago 


Minneapolis ¢« St.Louis ° 


Dallas °@ 


Los Angeles 


San Francisco e 


Seattle © Montreal 


Want more facts? Circle 145, p. 41 
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NOW! MORE GOOD NEWS FOR YOU FROM 


New sales records! Now customers can see the difference in light 
bulbs— New Shape Westinghouse looks better—it lights better—than 
old-style bulbs. Popular demand for New Shape Westinghouse con- 
tinues to amaze the trade. 1959 sales figures indicate New Shape 
Westinghouse outsells all old-style white bulbs by at least 4 to 1! 


New complete line! New Shape Westinghouse in all popular sizes— 
60, 75, 100, 150, 3-lite—and now! new 40 watt, too! 


New profits! No matter what brand you now carry, you can cash in 
° . ! ’ 

on at least 16% extra profit with New Shape Westinghouse! there Ss NEW AEARD, FOO! $000 

a sales plan for you! Contact your local authorized Westing- retailers coast-to-coast vote 


aE New Shape Westinghouse 
house Lamp Agent-— your nearest Westinghouse Lamp Division winner of Food Topics’ cov- 

ales Office—or Westinghouse Lamp Division, Bloomfield, N. J pene ng alg Pm 
S _ p ’ ’ “We AWARD. Only ig ulb in his- 
. ' tory to win this award—only 
Do it today! light bulb in history with such 
an amazing sales power! 





Want more facts? Circle 146, p. 41 
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WESTINGHOUSE EYE SAVING WHITE BULBS! 


New 


New 
mae)il' 


NEW SALES-TESTED ASSORTMENTS [aim NEW 2-LAMP PACK! 


Cash in on New Shape Westinghouse profits with this FREE | = 
attractive, sales-inducing floor merchandiser. Compact—only | ™™S*? .. = Bright new green-and-black 


20” x 16"! Easy to set up—it’s done in 5 minutes! 

Picture Window Pack holds 2 
ASSORTMENT #1 CONTAINS: 60—60 watt, 60—75 watt | . 
60—100 watt. | st New Shape Westinghouse bulbs. 


Ts a Se Oe ee 5 s 
MURMIRR aes. a a : | Easy to recognize—easy to sell! 


*eeeeeveeeneeeneneeneneeneneneenene eee eeneneee 















New 2-lamp pack stimulates 
ASSORTMENT #2 CONTAINS: 60—60 watt, 60—75 watt, joe 
60—100 watt, 24—40 watt, 24—150 watt, 24—50/150 watt, , wee double purchase—doubles your 


ee ee ee ee " i 
WT i Sciatic Aabdieictiagdes ila ge profits, too! New sturdy con- 


SYOU MAKE... . .ccccccsccccesccscseccececes 


*Based on 30% Discount 


you CAN BE SURE...IF ITS \ vestinghouse 
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7 +4=-5 eV eh eer td a) me a | Manufacturers’ Promotions 


mate and LIFETIME GUARANTEED by quality-famous MANN Craftsmen! (Continued from page 81) 





1 ... Short-handled (15” hickory) multi-use , | . saucepan, regular $3.75, special 
tool; choice of hobby gardeners—gift packaged, | , ba $2.88; Copper-Tone whistling tea- 
too! Weighs ang se | ee ia 2 kettle, regular $3.50, special $2.88; 
Rapiligger -15 Cat. No. RD-1-15 oe Fe _+ | 3-pe. Copper-Tone mold set, regu- 

eet | " ” lar $3.95, special $2.98; 12-cup 
a ..long-handled (48” white ash) “stand-up” models for nearly every muffin pan, regular $1.00, special 
gardening use . . . digging, cultivating, prying, etc. 88¢; and a 9-cup percolator, regu- 

— lar $4.25, special $3.19. 

Display kits help dealers tie-in 
with the spring promotion. Also 
offered is a specially designed floor 
mat to be placed adjacent to the 
Mirro display, which will invite 


-48 Cat. No. RD-1-48 Trowel kepid-Ho Cot. No. RH-1-48 A broad (4”) customers to “Step Up To The New 
and mattock blades combined; weighs only 34 oz. hoe and 2 in. “cutting” blade; wt. 40 oz. Modern Mirro.’’ 














3 Special spice promotion 
= eee | on Revere Ware skillet 


. ® pia ey s -in. nch 
S-tine cul- avid -Wheeder (at. Wo. 2W1-48 Broad evere Wares 10-in. Frenc 

tivator combined with 2” mattock blade; 32 oz- hoe blade and 2-prong cultivator; weighs only 35 oz Chef Skillet will be featured in a 
special spice promotion to increase 


ALL are forged from top-quality MANN EDGE TOOL CO. spring traffic and build Mother’s 


American-made steel; ALL are Lifetime 


: , Day sales. 
G teed; ALL retail about $3.00 each. Lewistown 1, P i ; 
soci ches ony amie: — The skillet will be packaged and 


sold with an eye-catching spice kit 
featuring four popular French’s 
gourmet spices, and a new spice 
cookery recipe book. The complete 
package will retail for $11.50, the 
regular price of the skillet alone. 

A store merchandising program 
: is also available. It includes color- 

Special ful display panels, window and in- 
Hardware Week store displays, and card toppers for 
tables and counters. 

National advertising promoting 
this offer will start with advertise- 
ment in the April issue of Holiday 
magazine. 











Making honest-value tools for more than a century. 
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6-piece set No. WOS-6-C 
5A,” t Tan - 
—" é : Bissell ads to promote 
11 different size openings “% home cleaning products 
Ve - 38 - Ae-%-Ve-'Y0- 5% : 
Ve - 4-6-7" 


Spot television commercials and 
consumer magazine ads will high- 
light the Bissell, Inc., advertising 
campaign to promote its line of 

, cleaning products for the home. 
Made by Vichek especially for Hardware regularly $2.98 Large “L” shaped ads have been 
ae fone lege Fa See your jobber | | scheduled to appear in seven na- 
wrenches of the most popular sizes. . . 54,” to salesman, TODAY! tional magazines. The first, fea- 
¥”. It’s the biggest wrench value of the year turing five Bissell products, will 


. » a sure best seller. A-1238A 2 . 
APRIL 28th THRU MAY 7th appear in full color in the Feb. 8 


, Hardware Week issue of Life. 3 
The Vichek Teal irha The ad will be in McCall’s, Good 
1€ | OO QO, GOLD KEY VALUES Housekeeping, Parents’ and Ebony 
‘orr-3'2-1F-lalome ME O@lalle) - - magazines. Full page black and 


white ads are also scheduled to run 
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in Bride’s and Modern Bride Mag- 
azines. 

Spot TV commercials on the 
Dave Garroway Today show, along 
with local spots in some 36 of the 
nation’s larger markets will sup- 
port the promotion. 

Merchandising and point of dis- 
play material available to dealers 
consists of window streamers, ban- 
ners, signs, self display cartons, en- 
velopes and stuffers. 


LePage's to promote 
new tape dispenser 


The biggest and most compre- 
hensive product merchandising 
promotion in LePage’s, Metuchen, 
N. J., history is underway to pro- 
mote End-Finder dispenser for 
cellophane tape. 


The promotion will have support 
from full-page, four-color ads ap- 
pearing in the Saturday Evening 
Post. 


Two merchandising units, a floor- 
stand and a counter display, are 
available for the “Shower of Sil- 
ver” promotion, that offer dealers 
more than 43 percent profit and $1 
worth of free goods with the pur- 


chase of each unit. 


To boost traffic, a consumer re- 
fund offer of 25¢ is available on a 
69¢ dispenser, and 50¢ on a 98¢ 
dispenser. 


TV, magazines promote 
Sylvania TV sets 


Sylvania Electric Products has 
scheduled TV commercials and con- 
sumer magazine ads to carry its 
spring promotion. 

The Jack Paar Show, nightly TV 
program, will spearhead the Syl- 
vania TV, radio and high fidelity 
advertising campaign. Full-color 
ads are also to appear in Life, The 
Saturday Evening Post, and New 
Yorker magazines, stressing the 
23-in. bonded shield TV line. 

Dealers can tie-in with the pro- 
motion by taking advantage of the 
co-op advertising plan available. 


—_— 


Your Mother's Day goal: 
$20 per customer 


Here’s your market for Mother’s 
Day: $1 billion. This is the pre- 
diction of the National Committee 








Serving Trays with a Flair! 

The newest in “‘Lustre-Bright”’ 
brass plated serving trays, 
with stain-proof wood- 

grain inset. 


Yes, Artistic always leads the way, always 
ready with housewares and giftwares your 
customers want, year after year— 

season after season. 


A complete Hi-Fi library at a glance! 

Up to 100 LP records protected, easily found or 
filed with this combination, portable floor 

or table Browser Caddy. 


REMEMBER: Artistic 
leads the way with newer 
creations .. . better sales 
... bigger profits! 


Send for complete catalog 
WIRE PRODUCTS CO., INC. 
Dept. HA, East Hampton, Conn. 
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JEFFERSON 


is your 


ONE-STOP SOURCE 


for 


SCREWS, NUTS 
AND BOLTS 


for Every Industry ! 


STEEL ¢ BRASS 
COPPER © NAVAL BRONZE 
SILICON BRONZE 
STAINLESS STEEL 
MONEL @¢ ALUMINUM 


Industry’s Easiest-to- 

Use Catalog places all 
your Fastening needs at , 
your fingertips! Large, 
clear listings, helpful 
illustrations. Use your 
Jefferson catalog today 
and every day. Additional 
copies free on request. 


® Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 


$Pring 7-8400 
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Poster for Mother's Day that you can 
use in your store to stimulate sales. 


on the Observance of Mother’s Day. 

Here’s how it breaks down: 50 
million families will spend $20 for 
gifts for Mother’s Day which falls 
on May 8. 

Hardware dealers can tie-in with 
a variety of gift suggestions ap- 
propriate to the theme “She De- 
serves the Best.” A kit for hard- 
ware dealers to tie-in with Moth- 
er’s Day can be purchased from the 
National Committee on the Ob- 
servance of Mother’s Day, 129 W. 
30th St., New York 1, N. Y. 


Purchasing agents say 
business will be good 


Business will be good this year. 
The first six months will be better 
than the first half of 1959. That’s 
what purchasing agents predict. 

The National Assn. of Purchas- 
ing Agents asked its members last 
month what they thought about 
business for 1960. Seventy-five per- 
cent predict business will top 1959, 
23 percent predict the same vol- 
ume, and 2 percent predict it will 
be worse. 

For the first six months of this 
year, 68 percent predict business 
will exceed the first half of 1959, 
30 percent predict no change, and 
2 percent expect it to be worse. 

Favorable factors: end of the 
steel strike, steady upswing of em- 
ployment, rebuilding inventories, 
high personal income. 

Unfavorable factors: rising in- 
terest rates, tighter money, more 
imports. 


hot 
number: 


as ood 
* 
a 


~<; 
DELUXE \eeey eS 
JUMBO =\ = 
PLASTIC \\ie 


LINE 


Priced for fast, profitable sales 
at $1.29 to $1.49. Verified $1.98 
retail value, 100-foot, heavy-duty 
stee! core clothes line. Guaran- 
teed for two years against 
stretching and sagging. Dries 
fast, stays clean, resists mil- 
dew, colorfast. Packed in sales- 
stimulating vinyl display bag. 


Write, wire, phone NOW for 
catalog sheets, prices, samples. 


i 
drop-lite 
ELECTRIC MFG. CORP 
119 Avenue D, New York 9 © CAnal 8-3370 
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Make More Money With 


JOHNNY STOP 


TOILET TANK BALL 


Has customer appeal for fast turnover. Free 
space-saving card display. JOHNNY STOP 
has built-in alignment compensator .. . 
can’t “hang-up’’! Foam gasket makes tight 
flUsh seal. . . won’t leak even on old, pitted 
drains! Fits any tank! 10-Year Guarantee! 
$4.30 for 6—S8.50 for 12. Order today! 


KINNARD SALES 


Upper Montclair, N. J. Pligrim 6-4939 
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Sunbeam halts co-op aid 
on some price ads 


Sunbeam Corp., has stopped pay- 
ing co-operative advertising money 
to dealers who list prices on certain 
merchandise items in their ads. 

The company announced that 
“funds will no longer be furnished 
to pay for bait advertising to deal- 
ers who use Sunbeam appliances as 
loss leaders to create traffic. This 
has a tendency to destroy Sun- 
beam’s historic image in the minds 
of the consuming public. This prac- 
tice became widespread in Decem- 
ber.”’ 

Dealers can still advertise prices 
on a number of appliances and 
qualify for reimbursement. These 
exceptions include models of fry- 
pans, mixers, saucepans, and elec- 
trie irons. 


November retail sales 
up 3 percent from 1958 


Retail store sales were up 3 per- 
cent in November. The total was 
$17.6 billion, against $17 billion in 
the same month a year ago, the 
Commerce Dept., reports. 

Sales for the first 11 months of 
1959 were $193,959 million, up 8 
percent from the same period of 
1958. 

Department stores were up 9 
percent. for the 11 month period, 
lumber yards were up 14 percent, 
and household appliance dealers 
were up 10 percent. Meat markets 
were down 7 percent. 


Manufacturers name new 
distributors for lines 


The following manufacturers 
have named new distributors for 
their lines: 

Lawn Boy Div. of Outboard Ma- 
rine Co., Lamar, Mo.—Momsen- 
Dunnegan-Ryan Co., Inc., El Paso, 
Texas; McCune Outboard Marine 
Co., Denver; G. S. Douglas Co., 
Fresno, Calif.; Cherry-Tolleson, 
[nc., Nashville; Gulf Cycle Sales, 
Inc., New Orleans; and Sydnor 
Pump & Well Co., Richmond, Va. 

Mastic Tile Div., The Ruberoid 
Co., Vails Gate, N. Y.— Dade 
Wholesale Supply Co., Tampa, Fla. 

O. Ames Co., Parkersburg, W. 
Va. — Moore-Handley Hardware 
Co., Ine., Birmingham; W. Bing- 





SELL THE LEADER... SELL THE 
NEW SANDVIK No. 15 BUCK SAW 


FOR ALL USES— 
HOME, FARM, FORESTS. 


Priced to meet the toughest 

competition. Available with 30” and 

36” exclusive, @) Patented Sandvik 

“Hard Point” Swedish Steel Blade—%” wide 
—Outlasts 3 ordinary blades. @ Jiffy- 

Tension Thumbscrew — Makes Blade changing a snap. 


@ Sandvik st... 


1702 NEVING ROAD. FAIR LAWN, N.U. 


THE WORLD’S GREATEST NAME IN BUCK SAWS 
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iy 
BIG! BIG! BIG! 








Only GARDEX offers you a 


PLUS PROFIT PROGRAM 





i—_ c 


ils 


i 
1 —— 


: 
Gardex has it! Your answer to 
the problem of increased over- 
head and decreased profits. 
Join Gardex with their pro- 
gram that’s first with modern 
sales-builder displays, first in 
new product development... 
and first with extra bonus 
plans for alert dealers. Ask 
your Gardex jobber for our 
new, colorful catalog of com- 
plete year-around line! 
ee) 


j Weite Today! 


ca sing aso to edu Pun Vad 9D D.C 


with the Gardex Plus Profit 
Program! 502 North Carroll e« Michigan City 3, Ind 


; 
nr eayeocinremnmcetnlioniiies 
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SELF-LOCKING 


EASY HANG perforated 
board fixtures! 


Faster, 
easier, 
more positive 
locking — 


without clips! 


Bubble-packed and 
Card-mounted packaging. 


The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
packaged on 
Card-mounted 
or Bubble- 
packed Display 
Cards to assure quick 
identification . . . stimu- 
late self-selection .. . de- 
velop volume sales. 


merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24’ x 21” floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 





Sa ‘os 
ay EY -f 
} my 4 
, 4 “a 4 


‘a “a 
44/7444. Fi 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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| secutive month 
topped year-earlier figures. 





Worcester, 





ham Co., Cleveland; Bostwick-Baun | 
Co., Toledo; Van Camp Hardware | 
& Iron Co., Indianapolis; and 
Woodward, Wight & Co., New Or- 
leans. 

Standard Screw Co., Bellwood, 
Ill.—Standard Fasteners, Inc., Min- 


| neapolis. 


General Electric cuts 





price on 2 appliances 


General Electric Co.’s_ house- 
wares division has announced price 
reductions on two appliances. 

The Model C-7 cord reel cleaner, 
formerly priced at $79.95, now has 


_a suggested retail price of $69.95. 


This change became effective Jan. 1. 
The Model F-60 steam and dry 


iron formerly priced at $17.95, now | 
has a suggested retail price of | 
$14.95. This change became ef-.| 


fective Dec. 31. 


Sears’ sales up 6.1% 
for new monthly record 
December sales for Sears, Roe- 


| buck & Co. were 6.1 percent higher 
| than December a year ago, and the 
highest for any month in Sears 

| history, the company reports. | 


December was the sixteenth con- 
in which 


Sales for the first 11 months 
were more than the $4 billion mark, 
setting another record. The 11- 


_month total was a 9.1 percent in- | 
crease above the 
_ year ago. 


Manufacturers expand, 


move to new facilities 


| Empire Brushes, Inc., Port Ches- | 
ter, N. Y., has announced plans for | 


a new 72,000 sq ft warehouse in 


Port Chester. The warehouse will | 


increase Empire’s Port Chester fa- 


cilities to more than 265,000 sq ft, | 
and will serve as the major receiv- | 
ing and shipping center for raw | 


materials and finished products. 

Hamblin Manufacturing Co., Inc., 
Mass., has purchased 
buildings and land totaling 70,000 
sq ft of manufacturing space in 
Worcester, Mass. 

Pennsalt Chemicals Corp., Phila- 
delphia, will invest about $500,000 
in a new blending, packaging, and 
warehousing plant in Atlanta. The 





CUSTOMERS 
WILL BUY ‘EM 
WHEN YOU 


DISPLAY 


. Wy 
ee: 
Beas 
% ES : 


Top Quality 
BALL BEARING 
TOOL AND SICKLE 
GRINDERS AND 
ABRASIVE WHEELS 


. .. STOCK THE FULL WISSOTA LINE! 


NEW ELECTRIC TOOL GRINDERS 


@® Heavy Duty 4% H.P. or 1/3 H.P. Motor. 
. Chisel Grinding Attachment included. 

@ Easy Access to front of wheels. 

@ Ball Bearing @ Also New '/, H.P. Grinder. 





sales | 





like period a | 








Model 


WISSOTA GRINDERS 
. . « fill exacting needs of BF7S 2 : 
your most particular customers at the right price. 
A full line of Belt Driven Sickle and Tool Grinders. 
Also Hand Operated Tool and Sickle Grinders. 





New Improved Design 
SAW MANDRELS 


®@ Ball Bearing type available with single 
or double threaded ends. 

@ Pillow Block type with end pulley. Also 
center pulley. 

© A Complete Line! 





MADE IN OUR NEW 
MODERN PLANT! 


WISSOTA 


Fully Vitrified 


ABRASIVE WHEELS 
AND SICKLE CONES 


| Safeguard good tools 


and sections. Cool, 
fast cutting . . . Are 
better balanced. Uni- 
formly made. Accu- Ask Your Jobber's 
rately dressed. Care- 


fully tested. Salesman. 
WRITE DEPT. A FOR COMPLETE CATALOG! 


WISsoTA 


MANUFACTURING COMPANY 
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2 
6-16 - 12 (os. —Sic to « shipping belie. 

14- 14~ 18 tba.—Four to « shipping ble. 

22 - 26 Is. —Three to « shipping beie. 


Striking Hammers Tamper Top Post Hole Diggers 
Mo. 7 WARREN-TEED Eee 


High carbon steel. Round, tapered polats. Mo. é 
ove Mo. 4? WARREN-TEED 


Each 
a ike Csesiece high corben deci. Sede end best 
_ae z Mo. 75-4 WARREN-TEED 
Five to « shipping carton. 
High carbon steel 


a a 7 
16 is. a ” yi” La 


heat . 
chined faces. AAW top grade . Four to « shipping bdie. 


Pick Mattocks 7. Carpenters’ Wrecking Bars 


. rT ee No. & 
Neo. 20 WARREN-TEED Five to @ shipping carton, excep? 16 Ibs. High carbon hex steel: painted standard ber. 
High carbon steel. Quality forged. heat trested 
Polished bevel, Mo. 6 eve 
we L Biede Point Each 
5 tbs. ad a » a 
6 ibs 
Five te « shipping carton. 


"i" 
yy an over-all shipping carton, except 16, 


Oregon (Short Pattern) 
Striking Hammers 


No. 76+ WARREN-TEED 


High carbon steel, heat treated. Polished, ma- 
chined faces. AAW top grade handle. 


10 - 12 Ibs. —Six to @ shipping bdie. 
14- 16- 18 Ibs —Four to a shipping bdie. : Lal 
22 - 26 Ibs. —Three to « shipping bdle. Five to a shipping carton, except 16 ibs. Ten to a shipping carton, except & ib. size. 





WARREN-TEED TOOLS 


Pals 


STARRING today in the 


nation’s most interesting 
homes! Your most profitable 
cabinet hardware line! 


STAR'S 


FAST SELLING 


mera 


‘ 


Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper, 
Nickel or Prime Coat. 


SWEPT-WING 
HINGE 


ore 
lush Type 


518 
Bitset Type in %" 
DRAWER SLIDES 


#652 
All-steel 
sturdy drawer 
slide, mounted 
under drawer 
in center with 
only four nails 


# 
, 3°" Centers 
(not avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 


#416—For overlaid 
doors up to  %,"' 
thick. 





ALWAY MAGNET 
CATCH 
#232 
Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 


Ask for complete 
catalog & price 
list TODAY. At- 
tractive finished 

Birch Plaque 

! aah ed Pe 


ples avalia 2m 
upon request 


TS Co- 


uC 
STAR" ee Paont 17, ™. 


Sold through wholesalers only 
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modern one-story building will be 
constructed on a 10-acre site. 

Star Bronze Co., Alliance, Ohio, 
has purchased a 65,000 sq ft build- 
ing adjacent to its plant. The ad- 
dition increases manufacturing and 
warehouse space to 100,000 sq ft, 
and provides space for offices, load- 
ing facilities and an expanded re- 
search and development laboratory. 


Ward's December sales 
up 2.7% from a year ago 
Montgomery Ward & Co. sales 


_for the four weeks ended Dec. 30, 
| were 2.7 percent ahead of the like 
_ period in 1958, the company re- 
| ported. 


This was the smallest four-week 


_ increase for any period in Ward’s 
| fiscal year which started Jan. 29, 
| 1959. 


Ward’s December sales amount- 


with 
period in 1958. 





——EE 


ed to $149,439,377 as compared | 
$145,509,005 for the same | 


Sales for the 11 months ended | 
Dec. 30 increased to a record $1,- | 
151,235,260 from $1,041,458,136 in | 


the like period of 1958. 


Farm pump shipments 


drop 27% in November 


Factory 
water systems in Noveinber drop- 
ped 27 percent below the 61,783 
units shipped in October, 
the Commerce Dept. 

November 
202 units, of which 9,425 
deep-well systems, 15,960 
Shallow-well systems, 13,530 
convertible jets, and 6,287 
submersible pump systems. 


Shipments in the first 11 months | 
of 1959 were 731,674 units against | 
654,677 units in the first 11 months | 
of 1958. | 


Duro water systems now 
carry 2-year guarantee 


The Duro Co., Dayton, Ohio, has | 
announced all its pumps and water | 


shipments of domestic | 


reports | 


shipments were 45,- | 
were | 
were | 
were | 
were | 


systems will carry a two-year guar- | 


-antee against defective materials 
'and workmanship 


in normal use 


and service. The new guarantee 


‘is similar to the former one-year 
guarantee. 


Mr. Dealer: 


would you like to 
profit by some of 
the services used 

by chain stores 


) 


for example: 


OPERATING 
CONTROLS 


ideas and Work Tools to 
Help You Manage Your Store 


For complete information 
on this profit- -improving 
service, plus many others 
enjoyed by hundreds of 
Independent Hardware 
Dealers—write NOW to: 


PRO HARDWARE, INC. 
’ 4 East Avenue 
Larchmont, New York 
HARDWARE 
-3ee) 5s ee 
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( WRITE FOR YOUR ae 


/Complete Newest Set 
of Key Boord Togs 








vColorful Streamers 


That Will Brighten Up) \\ 
Your Store \ Sy 
Vv New Edition of Key 4,\ 


Blank Compoarstive List ed: 


STAR Key & Lock re fy 


i 


51 South hag ane 
Brooklyn, N. 





Manufacturing Co. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 36 














PRICE CUTTERS HURTING 
YOUR PAINT PROFITS? 


Why Not Fight Back! 


We will give you an exclusive label-protected 
territory—advertising and promotion aids to 
build volume and proven Quality Paint priced 
for full 40% profit ond volume sales at $2.59 
to a retail. DON'T MISS THE SPRING 
SEA ' 
so oe Reed 

Proctor Paint & Varnish Co., 


Box 191-A, Yonkers, N. Y. 


Inc. 
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Now...in Good Housekeeping 
and backed by the famous 
Guaranty Seal 


T OR 4 REFy 


> Guaranteed by © 
Good Housekeeping 


lp 


\S 
2745 ApvenriseD THES 


your best customers are being 
pre-sold on FRAM® 
permachem treated Air Filters! 


“a cs 1S KEPT BOSTTAL Cl sy : 


“4 
- > 
4 a oe 
fe 
* 
ae 
£ 
im 
me “i 
> a 
- 54 ae S64 i ang 
3 oa oP 8 Roe s 
ys <—e Re ae 
ona <9 ee wee Poe ae % 
ene , ; nae ead ee oe ae 
es a . 3 Se 


ee ae oo o' | % : a 


FOR HEATING iif 
FOR COOLING gy 


, rn 
. KS 7 “ev 
HE Cees THAT BREED Se : 


kill 99+% of germs is eepped to create new 
consumer benefits and new filter profits for you! 


Ask your distributor or write to FIRAM Kine Corporation * Division of FRAM Corporation, Providence 16, R. I. 
Want more facts? Circle 162, p. 41 
HARDWARE AGE, January 28, 1960 « 91 





CUMBTo 
HIGHER PRoFiTS 
1H ALUMINUM 

HARDWARE 


WT 
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Boost your sales witn the support of 
network TV .. . heaviest-in-history na- 
tional magazine advertising . . . an un- 
surpassed assortment of direct selling 
tools, merchandising and promotion... 
all focused on the symbol of things new 
and good: the famous red, blue and 
white ALCOA LABEL! Start now by 
reading about all the things Alcoa has 
in store to help you sell . . . and then 
send for your personal copy of the Alcoa 
1960 Market-Maker Planning Guide. 


SELL WITH NETWORK TV—Take a 
look at the network television programs 
Alcoa has scheduled to push aluminum 
hardware sales soaring: On Alcoa Thea- 
tre, every other week, millions of viewers 
will see and hear aluminum commercials 
... be entertained and sold at the same 
time. On Alcoa Presents, each week, 
more millions of TV fans will be exposed 
to and influenced by other hard-hitting, 
selling commercials. Each of these popu- 
lar programs has gained the attention 
and respect of customers all over Amer- 
ica, customers who will come into your 
store to buy the Alcoa- 
labeled products they 
see on TV. Be sure 
you're ready for them 
by scheduling your 
promotion, installing 
in-store displays, 


window banners and counter cards. 


SELL WITH NATIONAL MAGA- 
ZINE ADVERTISING—Take a look 
at the leading consumer magazines sched- 
uled to tell and sell your customers the 
extra values found in every Alcoa® Alu- 
minum hardware product. LIVING FOR 
YOUNG HOMEMAKERS—the maga- 
zine that reaches ‘“‘time-of-purchase” 
customers at the very 
time when they plan 
and do most of their 
buying. SUBURBIA 
TODA Y—popular 
weekly newspaper 
magazine supplement 
that reaches custom- 
ers in 185 suburban Communities in over 
40 major market areas. Your customers 
will see attractive, full-color, two-page 
spreads. Reprints of these ads, for your 
use, are included in your Planning Guide. 


SELL WITH THE FAMOUS ALCOA 
LABEL—Remember the label your cus- 
tomers know and respect as a symbol of 
quality hardware products: the famous 
Alcoa label! This bright red, blue and 
white label is their guide to all that’s 
good in aluminum. Be sure every alu- 
minum hardware product you stock car- 
ries this label . . . and if it doesn’t, ask 
your supplier “why not?” 


START NOW ... let your Alcoa 1960 
Market-Maker Planning Guide help 
you MAKE BIGGER PROFITS FROM 
ALUMINUM HARDWARE—Climb 
to new profit heights! Here’s a promo- 
tion guide—completely filled with retail- 
proven sales and promotional tools: pro- 
motion suggestions . . . publicity ideas 
... Selling features of the products them- 
selves that will really help your sales 
force go! Here’s a package that will help 
you earn bigger profits from aluminum 
hardware than ever before! 


Order your FREE copy of the Alcoa 
1960 Market-Maker Planning Guide to- 
day .. . and be ready to use the wealth 
of exciting material it contains—a new 
approach to hardware retailing. And 
remember: the Market-Maker promo- 
tion is backed by one of the most famous 

symbols in America 
—the Alcoa label, 
consumers’ guide to 
the best in aluminum 
hardware. Order your 
Planning Guide right 
now with the handy 
coupon below. 


MARKET-MAKER PROMOTIONS! 


worki79... 
No weor9 


ALCOA 9 


WE CHOSE 





ALUMINUM 
Hardware 


LUMINUM | 


MILL PRODUCTS 


Your Guide to the Best 
in Aluminum Value 





Address ss" 


Ordered by 


Store Name __| 





Aluminum Company of America 
1605-N Alcoa Building, Pittsburgh 19, Pa. 


Please send me a copy of the brand-new, exciting Alcoa 1960 
Market-Maker Planning Guide . . 
aluminum hardware in my store. 


. So I can use it to help sell 


—_ se oe 





ie 88 ue ae 


Want more facts? Circle 163, p. 41 
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manager of the hardware di- 
vision. Mr. Mooers joined the 


Black & Decker Names 


News About Dealers: Houghton Wagner Opens 





His Second Hardware Store in Elyria, Ohio 


Elyria, Ohio—Houghton 
Wagner, owner of Day’s 
HARDWARE, has opened a 
neighborhood store. Richard 
Bauer is manager of the new 
Wagner Hardware at 614 
Prospect St. A two-day 
grand opening was held re- 
cently. 


Kalispell, Mont. — JOHNS 
HARDWARE store has closed 
out after 28 years of busi- 
ness. S. Douglas Johns sold 
the building and then dis- 
posed of the store’s stock. 
Mr. Johns will take a long 
vacation in Arizona or Cali- 
fornia. 


Washington, D. C.— Wil- 


liam O. Lane has succeeded 
Frank Blumer who is retir- 





Harold Adams Heads 
Fiamboware Div. Sales 


Harold Adams has been 
appointed director of sales 
for the Flamboware Div. of 
Flambeau Plastics Corp., 
Baraboo, Wis. 

This appointment is part 
of the firm’s expansion pro- 
gram which includes the re- 


ce 


- 


HAROLD ADAMS 


cent purchase of Peerless 
Plastics, Milwaukee. 

Mr. Adams has had 23 
years of sales experience in 
the housewares field. He pre- 
viously was with Ekco Prod- 
ucts Co. and the Toastmaster 
Div. of McGraw-Edison. 


ing as manager of HECHIN- 
GER’S Falls Church store. 
Mr. Blumer managed this 
store since 1941, was with 
the company 30 years. Rob- 
ert LaMar succeeds Mr. 
Lane as manager of the 
Alexandria branch. William 
A. McGrath, Jr., will man- 
age the Georgia Avenue 
store, succeeding Mr. LaMar. 
Joseph Miller, second assis- 
tant manager at the Rock- 
ville store, has been pro- 
moted to assistant manager 
of that branch, succeeding 
Mr. McGrath. 


American Hardware 
Acquires Safe Padlock 


Safe Padlock and Hard- 
ware Co., Lancaster, Pa., has 
become a wholly-owned sub- 
sidiary of the American 
Hardware Corp. 


Douglas W. Franck was 
elected a vice-president of 
American Hardware and 
president of the new _ sub- 
sidiary. 

Other newly-elected of- 
ficers of the Lancaster firm 
are William N. Franck, vice- 
president of sales; Creston 
A. Miller, vice-president of 
production; David Muirhead, 
treasurer; T. Mitchell Ford, 
secretary. Howard N. Bren- 
ner is assistant secretary and 
assistant treasurer. Evan J. 
Parker, president of Amer- 
ican, was elected board chair- 
man of Safe. 


Roy Murphy is Elected 
P & G Vice-President 


Roy J. Murphy has been 
elected vice-president of Pax- 
ton & Gallagher Co., and 
general manager of Paxton & 
Gallagher Hardware, Omaha 
wholesaler. Mr. Murphy was 
assistant vice-president of 
the company. He joined P & G 
in 1945 after serving as an 
Air Force pilot. 
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General Sales Manager 


Malcolm D. Mooers has 
been appointed to the newly- 
created position of general 
sales manager of the Hard- 


MALCOLM D. MOOERS 


ware Div., Black & Decker 
Mfg. Co., Towson, Md. 
He was New York district 


firm in 1937 as a sales cor- 
respondent. 

Joseph H. Schmidt, Jr., 
former Boston district man- 
ager of the industrial-auto- 
motive division, has been ap- 
pointed director of marketing 
services. 

John P. Spain, who headed 
the product service division, 
has been named general 
manager of this division. 

Raymond G. Horner, vice- 
president of marketing, an- 
nounced these three appoint- 
ments and also the following 
promotions: 

Albert S. Fehsenfeld, for- 
mer product manager of the 
Eastern region, to sales man- 
ager of that division; Edwin 
J. Bernau named sales man- 
ager of the Central region; 
and Lester C. Kaefer named 
sales manager of the Pacific 
region. 





Renamed Landers Firm 
Elects Vice-President 


Paul Curtis, Jr., has been 
elected sales vice-president of 
Dorset-Rex, Inc., the newly- 
renamed Landers, Plume & 
Atwood Corp., Thomaston, 
Conn. subsidiary of Landers, 
Frary & Clark, New Britain, 
Conn. 

Mr. Curtis had been gen- 
eral sales manager for Plume 
& Atwood Mfg. Co. since 
1946 when he joined the com- 
pany. 


Buhl Sons To Continue 
Under Present Name 


Buhl Sons Co., Detroit 
wholesaler, will continue to 
operate under its. present 
name, it is reported, as a 
subsidiary of the new owner, 
Hibbard, Spencer, Bartlett & 
Co., Evanston, IIl., whole- 
saler. 

Since the purchase was an- 
nounced two weeks ago (HA, 
Jan. 14, p. 169) nine directors 


have resigned. R. E. Sweeney, 
president, and H. G. Anno, 
secretary, under the Buhl 
family management, remain 
as directors. 

The Buhl family, which 
started the company 105 
years ago, sold all its stock 
to Hibbards. It is reported 
240,000 shares were sold for 
about $3% million. Hibbards 
is reported offering to buy 
the remaining 37,000 shares. 


H. B. Irving Elected 
Van Camp Secretary 


H. B. Irving has been elect- 
ed secretary of Van Camp 
Hardware and Iron Co., In- 
dianapolis, Ind., wholesaler. 
Mr. Irving, controller of the 
company, succeeds C. L. Ald- 
rich, who retired, 

Sid Wesseling, director of 
sales, has been elected assis- 
tant secretary. R. L. Wester- 
velt, merchandise manager, 
has been elected assistant 
treasurer. 
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Lamson & Sessions Co. appointed administrative as- 


sistant and director of man- 


Housewares Show Record Attendance, Sales 


Elects Vice-President 
J. Wallace Nall has been 


elected a _ vice-president of 
Lamson & Sessions Co., 


—, 
J. WALLACE NALL 


Cleveland, Ohio. He _ will 
continue as general manager 
of the company’s Chicago 
plant, a position he has held 
since 1958. 

Mr. Nall joined Lamson & 
Sessions in 1937 at its Bir- 
mingham, Ala., plant. He 
became assistant sales man- 
ager in 1943 and Birming- 
ham division sales manager 
in 1945. 


Gundelfinger Joins 
Day-Brite Lighting 
William E. Gundelfinger, 
who resigned recently as 
president and a director of 
the Dazey Corp., has been 


ufacturing at Day-Brite 
Lighting, Ine., St. Louis. 


DeBacher Joins Skil 
As a Vice-President 
J. R. DeBacher has been 


elected executive vice-presi- 
dent of Skil Corp., Chicago. 
Charles R. Beauregard, 
comptroller, has been elected 
treasurer. 

Mr. DeBacher was execu- 
tive vice-president of the 
Speedway Div., Thor Power 


J. R. DeBACHER 


Tool Co. and a vice-president 
of Thor. 

Both elections are part of 
the 5-year program Skil 
started last year. Sales goal 
of this program is to in- 
crease sales from about $19 
million at the end of 1958 to 
$30 million by the end of 
1964. 





Central Hardware Bays Complete Inventory 
Left in Shapleigh Hardware’s Warehouse 


Central Hardware Co., St. 
Louis, has purchased the en- 
tire inventory in the ware- 
house of Shapleigh Hard- 
ware Co. 

The stock is being counted. 
For the next few weeks the 
goods will be moved out by 
Central Hardware. That will 
mark the final operation of 
the 117-year old St. Louis 
wholesale firm that two 


weeks ago (HA, Jan. 14, p. 
169) announced it was going 
out of business. 

Central Hardware’s offer 
for the entire inventory was 
accepted by Shapleigh di- 
rectors meeting Jan. 16 in 
Minneapolis. The inventory 
is estimated at $1% to $1% 
million by Stanley Cohen, 
head of Central Hardware. 


Kicks Off Soaring 60 Decade for Industry 


The 1960 National House- 
wares Show which closed 
Jan. 15 at Chicago was the 
best yet. 

Record numbers of dealers 
and buyers came, saw and 
bought during the five-day 
showing of the wares of 731 
exhibitors at the Navy Pier 
and Drill Hall. 

More than 7500 buyers at- 
tended on opening day, 
nearly 20 percent more than 
last year. More than 12,000 
buyers during the show 
walked the two miles of 
show space. 

While some buyers com- 
plained of a lack of new 
items, buying reached new 
records, show officials said. 

There’s always a scarcity 
of new items and hot spe- 
cials when business is good, 
said many veteran buyers. 

Many trends were appar- 
ent at the show. 

Confidence in business for 
1960 was backed by order 
writing. Few exhibitors com- 
plained of lack of traffic or 
dealer open-to-buy. 

New coloring, mostly pas- 


tel shades, and new design 
have given many staples a 
new look and new sales 
appeal. 

Private label electric ap- 
pliances and newly-styled 
electric floor washers, polish- 
ers, and can openers drew 
heavy traffic. 

Competition was keen and 
orders ran heavy on ex- 
panded lines of more than a 
dozen competing plastics 
manfacturers. 

Giftwares drew better 
than normal dealer and 
wholesaler attention. Added 
profit margins were the lure. 

A marked increase in im- 
port merchandise was noted 
throughout the show. Few 
lines were exempt from com- 
peting imports. 

The atmosphere and activ- 
ity of the National House- 
wares Show was matched at 
the concurrent Independent 
Housewares Exhibit at the 
Hotel Morrison. 

This show opened on Jan. 
10. It was open evenings for 
the convenience of buyers 
who wanted to cover both 
events. 





Townley Metal Opens 
Denver Sales Office 


Townley Metal and Hard- 
ware Co., Kansas City whole- 
saler, has opened a sales of- 
fice in Denver. This office 
has a teletype service to the 
company’s main office. 

The Denver office is at 28 
E. 6th Ave. 


Townley has increased its 
resident sales representatives 
in Colorado from two to five 
men in the last two years. 


King Joins Mardigian 

A. L. King has joined the 
sales division of the Mar- 
digian Corp., Buckeye Div., 
Wooster, Ohio, as assistant 
to the general sales man- 


ager. Mr. King was with 
Regal Ware, Inc., as sales 
representative in eastern 
Ohio, western Pennsylvania, 
West Virginia and Mary- 
land. 


H. K. Porter Acquires 
Stock of Paint Firm 


H. K. Porter Co., Pitts- 
burgh, recently purchased 
more than 90 percent of the 
stock of Patterson-Sargent 
Co., Cleveland. 

Patterson has plants at 
Cleveland and Long Island 
City, N. Y. They will be op- 
erated as an H. K. Porter 
subsidiary. No changes in 
the Patterson - Sargent or- 
ganization have been an- 
nounced. 
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JOHN T. BOONE 


Boone Gets Top Sales 
Posts at S. E. Laszlo 


John T. Boone has joined 
S. E. Laszlo to serve in two 
posts. He has been elected 
vice-president of Hy - Score 
Arms Corp. and has also been 
appointed director of sales 
for S. E. Laszlo—House of 
Imports. Both firms are 
owned by Laszlo. 

Before taking the new 
posts, Mr. Boone was direc- 
tor of sales for the Win- 
chester - Western Div., Olin 
Mathieson Chemical Corp., 
New Haven., Conn. 


Barnes Staff Briefed 
On 1960 Sales Plans 


The slogan “the dependable 
line of modern design” is 
part of the total selling pro- 
gram for 1960 presented to 
representatives at a recent 
sales meeting held by Barnes 
Mfg. Co. in Mansfield, Ohio. 

Fred B. Hout, president, 
introduced the 1960 Barnes 
pump and water systems line 
to the 50 salesmen in atten- 
dance. 

Mr. Hout, immediate past- 
president of the Assn. of Do- 
mestic & Farm Pump Mfrs., 
outlined the Barnes advertis- 
ing, merchandising and sales 
promotion program to stimu- 
late sales at the wholesaler- 
dealer level. He also dis- 
eussed the expanded sales 
and service schools and field 
sales training programs 
being made available for 
wholesaler and dealer sales- 
men. 


Gates Rubber Appoints 
Field Sales Manager 


American Chain Gets 
Wholesaler's Award 


Pennsylvania Power 
Mower Div., American Chain 
& Cable Co., Exeter, Pa., 
received the distinguished 
“Line of the Year” award 
from the Supplee - Biddle - 
Steltz Co., Philadelphia 
wholesaler. 

The award was presented 
by William G. Steltz, Jr., 
president of Supplee-Biddle- 
Steltz, at its annual sales 
meeting in Philadelphia’s 
Bellevue-Stratford Hotel. 

Charles C. B. Leinbach, 
vice - president of Supplee - 
Biddle-Steltz, was awarded a 
U. S. Saving Bond for being 
chosen “Buyer of the Year.” 


Ace Hardware Stores 
Now Total 325 Units 


Thirty-nine additional 
stores joined the Ace Hard- 
ware Corp. voluntary chain 
in 1959, according to Richard 
Hesse, president of the firm. 
These additions raise the to- 
tal number of Ace stores to 
325, located in 17 states. 

These figures were re- 
ported at the annual con- 
vention held by Ace in Chi- 
cago’s Conrad Hilton Hotel 
early this month. There 
were 2730 Ace dealers and 
manufacturers registered. 

Mr. Hesse also reported 
that Ace volume was up 20 
percent last year and future 
orders placed last fall broke 
all records. 

Two stores placed orders 
for over $500,000 in 1959 
and 13 placed orders for 
$200,000 or more. Ejighty- 
eight stores made purchases 
of over $100,000. 

Last year 46 Ace stores 
modernized and 42 _ stores 
are scheduled to remodel 
this year. 


Charles R. Spencer was © oo 


named field sales manager of | 


the Gates Rubber Co., Den- 
ver, Colo. 

Mr. Spencer has been man- 
ager of distributor sales 
since 1957. 


*. F eae . hx 


Banquet held during Ace Hardware's sales 
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Worthington Honors Long-Service Employes 


* % 
et 
z 


Dae gaff Sr 
Worthington Co., Cleveland wholesaler, 


¥ 2 


i, » Aas 
presented 10 to 50-year 


cs 


service award pins to 253 of its veteran employes at the annual 
sales meeting. N. F. Luekens, Worthington president, center, gave 
hte service awards address. At the left is Arthur C. Maecker, vice- 
president and hardware department manager. Right is John W. 
Bricker, former U. S. senator and principal speaker at the meeting. 





N. Y. Paint Makers 
Form Advisory Group 


New York Paint, Varnish 
and Lacquer Assn. has 
formed a new dealer advisory 
committee to provide confi- 
dential consultation on indi- 
vidual store problems. 

Committee members have 
been selected from the asso- 
ciation membership. 

Additional information is 
available from Mrs. Helene 
Senker, executive secretary 
for the association, 2 Park 
Ave., New York 16, N. Y. 


Hobbs Retires From 
Ferry-Morse Seed Co. 


Harry H. Hobbs, vice-pres- 
ident and director of Ferry- 
Morse Seed Co., retired Dec. 
31 after 55 years in the seed 
industry. He continues as a 
board member. 

For several years he was 
Packet office manager and 


Packet sales manager of D. 
M. Ferry & Co. He was elect- 
ed secretary and director of 
the Ferry- Morse firm in 
1933. Two years later he was 
elected vice-president of the 
Packet Division. 


Ariens Co. Appoints 
New Service Manager 


Francis Ariens has been 
named service manager of 
the Customer Service Div., 
Ariens Co., Brillion, Wis. 

He has been with Ariens 
since its incorporation in 
1933. 


Standard-Keil Names 


Arthur G. Edelmuth has 
been appointed head of Mid- 
western sales for Standard- 
Keil Hardware Mfg. Co., 
Brooklyn, N. Y. He wili be 
in charge of the newly- 
opened Midwestern sales of- 
fice at Skokie, Ill. 
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HOW TO RUSH HARDWARE. . . ANYWHERE 


Hardware retailers and manufacturers find Greyhound Package Express 
the perfect answer to their rush-order problems. Greyhound serves 
many areas other services do not reach...speeds hardware orders 
from supplier to receiver in a matter of hours: 





IT’S THERE IN HOURS 5 AND COSTS YOU LESS! 


When getting it there in a hurry means business, you can a week...24 hours a day...weekends and holidays! And 
count on Greyhound Package Express! Your packages go you can send C.0.D., Collect, Prepaid—or open a charge 


anywhere Greyhound goes, by dependable Greyhound buses account. For information, call any Greyhound bus station, 
on their regular runs. That means you get service seven days or write Dept. 10A, 140 South Dearborn St., Chicago 3, Ill. 
Want more facts? Circle 164, p. 41 
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SIL-GLYDE® 
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ON! 


EFFECTIVE|EROM | || greeessSceo 
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NET| WEIGHT 6 OZ 





THE MIRACLE LUBRICANT 


FOR SILENT HOMES AND AUTOS 


No other type of lubricant has the STAYING 
POWER of new SIL-GLYDE lubricating com- 
pound with Silicone. Spray or squeeze—SIL- 
GLYDE leaves a super strength, Silicone-for- 
tified film on rubber, metal, wood and plastics 
that really lasts. Works at 20°F below zero or 
400° F above. Lubricates Metal and Wood Win- 
dow and Screen Channels, Casement Windows, 
Drawer Guides, Sliding Doors and Screens, 
Garage Door Rollers, Bicycle Chains, etc. 
Silences and freeze-proofs car weather ‘strip- 
ping, window channels, fan belts, etc. Plus 
many more home and auto applications. 

SELL IT 2 WAYS... 

handy, bubble-packed 114-ounce tube 

for pegboard or bin display — 89c 

each; or 6-ounce aerosol in attractive 

display box of 12—$1.49 each. 

See your supplier or write for details. 


AGs AMERICAN GREASE 
p STICK COMPANY 
MUSKEGON, MICHIGAN _ 


Manufacturers of these other Standards of the industry” a: 


LOCK-EASE® DOOR-EASE® AMERICAN RU-CLY DE? 


Graphited Stick Dripless Rubber 
Lock Fluid Lubricant Oil Lubricant 


Want more facts? Circle 165, p. 41 
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News of the Trade—— 


Texas Housewares Group Elects Officers 


Officers of the Dallas-Fort Worth Housewares Club for 1960 are left 
to right: T. E. Dickson, Walter H. Allen Co., secretary; Robert M. 
Cooper, James and Cooper Co., vice-president; Jim Purdue, retiring 
president; John Tarter, John Tarter Co., president; and George H. 
Mueller, Rubbermaid, treasurer. The club presented its annual 
achievement award to Corning Glass Works for its Corningware. 





brief reports of 


MANUFACTURERS SALESMEN 


@ Portable Appliance Div., Westinghouse Electric Corp., 


| Mansfield, Ohio—John C. McClarran from Rubbermaid, Inc., 
| Wooster, Ohio, to district manager of the Buffalo and 
Rochester, N. Y. area; Charles Sobey from Westinghouse 


Electric Supply Co. to salesman in the Pittsburgh, Johns- 


| town, Erie and Wheeling territory. 


@ Medalist Hardware Div., National Lock Co., Rockford, 


| Ill._—Edward M. Erikson from architectural hardware con- 
| sultant to sales representative in southern California and 


Arizona, from headquarters in South Pasadena, Calif. 


@ Stanley Works, New Britain, Conn.—George D. Taggart 
from the marketing staff to manager, Los Angeles office 
and warehouse; Harvey A. Clark from Los Angeles office 
and warehouse manager to manager of the newly-opened 
San Francisco office and warehouse. 


@ Household Div., Hamilton Cosco, Inc., Columbus, Ind.— 
William Hogue from promotional work in New England to 
sales representative in New York state, except New York 
City and Chatauqua county. 


@ Dexter Lock Div., Dexter Industries, Inc., Grand Rapids, 
Mich.—Frank J. Noyes from builders’ hardware represen- 
tative to upstate New York, with headquarters in East 
Rochester, N. Y. 


@ Rooto Corp., Detroit—J. Robert Curley from Economic 
Laboratories, New York, to southern Ohio, southern Indi- 
ana, Kentucky and western West Virginia, with headquar- 
ters in Cincinnati, Ohio. 


@ Diamond Tool and Horseshoe Co., Duluth, Minn.—Charles 
Satterfield from Wm. G. Scarlett & Co. to Maryland, Dela- 


| ware, Virginia and District of Columbia. 


@ Coated Abrasives Div., Carborundum Co., Niagara Falls, 
N. Y.—John H. Tattersall from administrative assistant to 
assistant manager of the merchandising branch. 


@ Millers Falls Co., Greenfield, Mass.—Ed H. McKenna to 
Colorado, New Mexico, Montana, Utah, Wyoming and El 
Paso, Tex. 


@ Warren Tool Corp., Warren, Ohio—William Rumley, Jr., 
to Florida, Georgia, North Carolina and South Carolina. 


@ Lufkin Rule Co., Saginaw, Mich.—William A. Roth from 
Sun Oil Co. to the Pittsburgh area. 








News of the Trade— 


Witte Hardware Dealer 


mie Veet. TODAS 


The first annual Dealer Show held by Witte Hardware Corp., St. 
Louis wholesaler, was a success, Sidney Cohen, president of the firm 
announced. The show, held Jan. 3 and 4, was attended by 1500 
people. The good attendance and brisk order writing insures that | 
the event will be repeated next year, Mr. Cohen said. A small por- 
tion of the crowd is shown looking over the booths. 








Hearing To Be Held 
On Co-op Tax Plan 


The House Ways and Means 
Committee will hold hearings 
next week in Washington on 
two proposals for taxing div- 
idends of co-operatives. 

A proposal by the Trea- 
sury Department would re- 
quire co-operatives to pay 
the tax on certificates issued 
in lieu of cash dividends, or 
would require co-operatives 
to redeem such certificates 
within three years and pay 
4 percent interest for that 
time. Members would pay 
the tax on certificates re- 
deemed in cash. 

A proposal sponsored by 
key members of the House 
Ways and Means Committee 
would require co-operative 
members to pay a tax on the 
face value of certificates 


Dates Announced For | e 
Wholesalers’ Shows 


Billings Hardware 
Co., Billings, Montana, 
Sporting Goods-Outing- 
Lawn & Garden Show, 
April 3-4, at the Shrine 
Auditorium, Billings, 
Montana. 





Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar beginning on page 
76. 




















Trolinger Moves Up 
At American Screen 

Tom Trolinger has been 
appointed manager of brand 


products sales, American 
Screen Products Co., Chats- 














even though no cash was dis- 
tributed. 
Co-operative profits, under 


worth, Il. 


Mr. Trolinger was promot- 
ed from assistant sales man- 


these proposals, would be 
taxed at normal corporate, 
or normal personal income 
rates. 


ager. He replaces Peter Zan- 
etti, who has been named 
manager of new products de- 
velopment and research. 


The products that bear the Duncan Hines name 
are produced by quality manufacturers. You know 
that you are offering your customers the best in 
housewares, appliances, kitchen and barbecue tools. 





news in brief of 


MANUFACTURERS AGENTS 


@ Handy Tool Co., Division of Tar-Gon Products, Chi- 
cago—Alabama, Georgia, Florida, Mississippi, South Caro- 
lina, North Carolina and Tennessee to C. M. Allen Co., 
Atlanta, Ga. 


With Duncan Hines products you also benefit 

from the added prestige they carry with this famous 
name. Duncan Hines symbolizes the finest in culinary 
art, gracious dining, distinction. 
@ Vocaline Co. of America, Old Saybrook, Conn.—Georgia, » oF 8 
Alabama, Tennessee, Florida, North Carolina and South 
Carolina to Henry E. Wuerth & Associates, Atlanta, for the 
electronic products line. 


Let Duncan Hines PRESTIGE products work for you 


@ Warren Tool Corp., Warren, Ohio—Texas, Oklahoma, ROY H. PARK 
Louisiana and Arkansas to H. A. Varner and Associates 


with offices in Dallas and Houston, Tex. 


GORDON B. WHEELER 


| 
: aren eg 4 / | 408 East State St 
bd Lyman Gun Sight Corp., Middlefield, Conn.—California, ¢” | ae 4 pf Wh Dae. Siena 

Nevada, Utah, Colorado, New Mexico, Arizona, Hawaii and | 

El Paso, Tex., to Machon-Keay & Co., San Francisco, Calif. , 


aca, New York 





Want more facts? Circle 166, p. 41 
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WILLIAM F. TALBOT 


Rubberset Co. Elects 
Talbot Vice-President 


William F. Talbot has 
been appointed director of 
sales and elected vice-presi- 
dent of Rubberset Co., East 
Newark, N. J. Mr. Talbot is 
rejoining Rubberset which 
he left in 1956. He has been 
vice-president for research 
at Kerr Mfg. Co., Detroit. 

Mr. Talbot will head all 
sales, advertising and mer- 
chandising activities of Rub- 
berset. 


Enterprise Appoints 
General Sales Manager 


George A. Glock has been 
appointed general sales man- 
ager of Enterprise Alumi- 
num Co., Massillon, Ohio. He 
succeeds Harry H. Oberlin 
who retired after 40 years 
with the firm. 

Mr. Glock has been sales 
manager of the firm’s Dyn 
Syndicate Division for the 
past eight years. 


R. C. Lenfesty Elected 


R. C. Lenfesty, president 
of Seattle Hardware Co., 
wholesale firm, was elected a 
director of the Pacific Na- 
tional Bank of Seattle. 


J. F. Claydon Elected 
To Carborundum Post 


John F. Claydon was elect- 
ed vice-president of the Car- 
borundum Co., Niagara 
Falls, N. Y. He was general 
manager of the coated abra- 
sives division. 

He joined the company in 
1935 as an experimental en- 
gineer, then he became an in- 
dustrial salesman and later 
Detroit sales district man- 
ager. He was promoted to 
sales manager in 1954 and 
became the division’s general 
manager in 1957. 


Xcelite, Inc., Elects 
Arch Warden President 


Arch Warden was elected 
president of Xcelite, Inc., Or- 
chard Park, N. Y., succeeding 
F’. Birney Farrington, who is 
retiring. 

Mr. Warden, former vice- 
president of sales will con- 
tinue as sales manager, a 
post he has held since 1947. 
He joined the company in 
1945. 

Mr. Farrington founded the 
company under the name of 
Park Metalware Co., Inc., in 
1921. 


Dallas Show Chairman 


Alvin H. Lane, president of 
Huey & Philp, Dallas whole- 
saler, has been appointed 
chairman of the Industry Ad- 
visory Committee of the Dal- 
las Housewares Show. Serv- 
ing with him are Dan E. 
Bonner of Bonner Wholesale 
Hardware Co., Sulphur 
Springs; C. S. Roberts, Jr., 
of Roberts, Sanford & Taylor 
Co., Sherman wholesaler; and 
J. W. Barnes, president of 
Waco Hardware Co., Waco 
wholesaler. 


News of the Trade 





OBITUARIES 


Will S. Allen 


Will S. Allen, 85, president 
of Reid-Allen Hardware & 
Seed Co., died recently in 
Mercy Hospital, Jackson, 
Mich. Mr. Allen was a past 
president of the Michigan 
Retail Implement Dealers 
Assn. He was with the hard- 
ware and seed firm for more 
than 45 years. 


Elden D. Martin 


Elden D. Martin, director 
and retired president of Hoo- 
ven & Allison Co., Xenia, 
Ohio, died recently. He had 
spent a 53-year business ca- 
reer in the cordage industry. 
He retired in 1958. 


Raymond Shreve 


Raymond Shreve, 55, as- 
sociated in the operation of 
his family’s feed, seed and 
hardware business for 38 
years, died Dec. 7 in an An- 
dalusia, Ala., hospital. 


H. J. Fenstermacher 


Herman J. Fenstermacher, 
72, retired president of the 
Hadesty Hardware Co., Ta- 
maqua, Pa., died at his 
home Dec. 18. 


Edwin G. Guenther 


Edwin G. Guenther, 78, a 
retired hardware and house- 
wares dealer, died recently, 
in Buffalo, N. Y. 


John E. Ginder 


John E. Ginder, 76, semi- 
retired hardware dealer, died 
Dec. 9, in Whitley County 
Hospital, Columbia City, Ind. 


He was in the retail hard- 
ware business almost 60 
years. 


Leslie L. Brown 


Leslie L. Brown, 73, presi- 
dent of Edwards, Brown and 
Edwards hardware store, Al- 
legany, N. Y., died Nov. 20 
in Olean General Hospital. 
He had managed the store 
since its opening 36 years 
ago. 


Francis L. Cooper 


Francis L. Cooper, 58, 
owner and operator of Coop- 
er Hardware Co., Kansas 
City, Kan., died Nov. 24 at 
his home after a six-week 
illness. 


Marcel A. Duvic 


Marcel A. Duvic, 64, part- 
ner of Duvic Hardware Co. 
and a board member of 
Gretna Hardware Co., died 
Dec. 26, at his home in New 
Orleans, La. 


Jack Wohligamuth 


Jack Wohlgamuth, 66, 
Hubbard, Ohio, lumber and 
hardware deater, died of can- 
cer Dec. 16 in North Side 
Hospital, Youngstown, Ohio. 


George Patt 


George Patt, 45, owner of 
Patt Supply Co., Chicago 
wholesale firm, died Nov. 29 
in Weiss Memorial Hospital. 


James R. Thompson 


James R. Thompson, 81, 
retired hardware dealer, died 
Dec. 9 in Birmingham, Ala. 





Here are the members of the sales staff of Bostwick-Braun Co., Toledo wholesaler, 
The sessions put special emphasis on product knowledge and dealer service. 


100 © HARDWARE AGE, January 28, 1960 


who attended the firm's recent general sales meeting. 
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Angles 





A report in pictures 
of events in the trade 


The entire sales force of Stanley Hardware, division of Stanl 
merchandising program and preview new products. Division 


ference. 


Hardware dealers in Utah. Nevada, Colorado 
and Idaho were guests at a Moto-Mower 
Equipment Show, sponsored by Strevell-Pater- 
son Hardware Co., Salt Lake City, Mountain 
States distributors for Moto-Mower products. 
Left to right: J. J. Louda, Moto-Mower repre- 
sentative; U. J. Kuhre, executive vice-president, 
Strevell-Paterson Hardware Co.; B. A. Peters, 
Moto-Mower district manager, western division; 
Don Hill, department manager, Strevell-Pat- 
erson; and Leonard R. Tranter, sales mana- 
ger, Strevell-Paterson. 









Leon Warner, left, president of Warner Hardware Co., Minneapolis, 
presents Warren Davis with the company's President's Trophy and a $50 
gift certificate in recognition of “an excellent sales job.” Mrs. Davis re- 
ceived a bouquet of roses. Merit Awards went to Rod Gooler of the 
Crystal Store builders hardware division and to Milt Howe, an industrial 
supplies salesman. 





Regional managers of the Gumout Div., 
Pennsylvania Refining Co. met in the 
firm's Cleveland offices recently for a 
five-day sales conference. Seated, left 
to right: J. H. Hughey, marketing man- 
ager; R. W. Lackner, Gumout sales 
manager; D. T. Glenn, vice-president; 
F. A. Good, oil division sales manager; 
and B. E. Sollitto, industrial sales man- 
ager. Standing, left to right: E. B. 
Wells, Indianapolis; J. R. Kilbane, Day- 
ton, Ohio; E. P. Ross, Cleveland; J. D. 
Baker, San Jose, Calif.; R. M. Hindman, 
Butler, Pa.; F. J. Mahoney, Boston; and 


E. F. Clark, Baltimore. 


al 





Work's, New Britain, Conn., met at the home office to hear about the 1960 


personnel, corporate officers and executives spoke at the three-day con- 


< 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
Each additional word 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





BEAT THE DISCOUNTERS 
AND MAKE MONEY 


proven quality 
profit volume 
tail. Our plan 


Sell 


paint priced for full 
40% 


sales at $2.59-$4.99 re- 
shows the independent 
dealer how to get back the business the 
discounter has pirated from him—with a 
40% profit — low investment — high turn- 
over setup. We guarantee exclusive label 
—qquality paint and the advertising and 
promotion aids and know-how to build 
volume Don’t miss the Spring Sea- 
son. Demand’s terrific — and we need 
salesmen. Commissions are low but high 
volume means high earnings. Exclusive 
territory guaranteed. Sidelines acceptable. 
Write today. 

Mr. Mort, Proctor Paint Mfrs. 

Box #C 191, Yonkers, N. Y. 


sales. 

















EXCELLENT LINE for 
tives calling on the retail trade in hard- 
ware, department, variety and chain 
Stores. Item has excellent repeat business! 
Good commissions. Write, giving territory 
and background. 

Midwest Plastics 
208 Bates Avenue 


sales representa- 


Incorporated 
St. Paul 6, Minn. 











WANTED PAINT BRUSH SALESMEN 


We are looking for several live wire salesmen to sell 
one of the leading lines of popular priced brushes. 
Must have following among Hardware, Peint, Build- 
ug Suroly Stores and Lumber Yards. Protected ter- 
ritories. Full or side line. Write stating territories 
covered and references. 
Box A-16, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALESMEN WANTED 


to sell full line Eley ammunition and re- 
lated products direct to dealers. Salary, 
commission and bonus, travel and car ex- 
penses paid. Experienced selling for gun 
and ammunition jobber preferred. Must 
travel extensively and be able to obtain 
orders from sporting goods, hardware, 
automotive, drug and surplus dealers as 
well as being capable of closing business 
with large volume chain buyers. 


Territories (1) New York, Eastern Penna., 
New Jersey, Maryland, Delaware & Vir- 
ginia (2) Michigan, Indiana, Western Ohio 
& Kentucky (3) Texas, Louisiana & Okla- 
homa (4) Georgia, Tennessee, Alabama, 
Mississippi & Arkansas. Write confidentially 
in detail to §. E. Laszlo, House of Imports, 
25 Lafayette St., Brooklyn 1, N. Y. 

















MFRS. REPRESENTATIVE WANTED 


For patented toilet tank ball guide. 
Please inform us of territory covered. 
The Best Toilet Tank Ball Guide Ever. 


ERNEST TATCHER 





266 N. W. 26th St., Miami, Fla. 














SALESMAN WANTED. Salesman for plumb- 
ing and heating specialties covering Metropolitan 
New York, Westchester and Long Island, $75.00 
per week drawing. Replies confidential. Akron 
“tap SA Co., Inc., 216 Grand Street, Bklyn. 
> We Ee 





ESTABLISHED MANUFACTURER OF 
PLASTIC Garden Hose and Sprinklers, Lawn 
Edging, Clothesline, Floor Matting, Shelf Lining, 
Drop Clothes, Tarpaulins, Weatherstrip, Storm 
Windows, Polyethylene Garment and Household 
Bags, wants aggressive representatives. Very com- 
petitive prices and dependable service. Advise 
territories covered; lines carried. Reliance Plastic 
& Chemical Corp., Paterson 26, N. J. 





* VERY COMPETITIVE PRICES FOR 10” 
and 12” SWEDISH HIGH SPEED HACKSAW 
BLADES of proven quality. Jobbers, dealers in- 
vited. Area exclusively can be discussed for open 
territories. Also other interesting items available. 
Box A-28, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALESMAN WANTED FOR FAST SELL- 
ING Line of Residential type Mailboxes. (We do 
not make Rural type Mailbox.) Write Mailboxes, 
Inc., P.O. Box 365, Hampton, Va. 
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MANUFACTURER'S REPRESENTATIVE 


WANTED—Salesmen now calling on independent hard- 
ware and variety stores with two cr three non-conflict- 
ing lines. We offer a g staple line of 23 49¢ 
and 98¢ paints, low-priced gallon paints and a na- 
tionally advertised line of first quality popular priced 
naints on a commission basis. This merchandise has 
mass market appeal. Bvery store selling paints is a 
good prospect. Write advising age, marital status, 
territory covered, how often you cover it and line now 


carried. Box A-21, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














PAINT BRUSH SALESMEN — Full time or 
Side Line. Experienced men only with estab- 
lished following amongst Hardware and Paint 
dealers, Lumber Yards, Discount houses, etc. 
Complete line includes Promotional items, Pure 
Chinese Bristle, Nylons, Merchandising Aids and 
Displays. Top name brand Roller line also avaii- 
able. High commission and bonus. Box A-20, 
c/o Harpware Acer, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





MFRS. AGENTS WANTED, to call on 
lumber yards or plumbing outlets in the smaller 
towns. We make towel bars, soap holders, kitchen 
hoods, etc. Tell us of your work. Cal Engineer- 
ing —_ 5407% Via Corona, Los Angeles 22, 
Calif. 


REPRESENTATIVES WANTED 


GARDEN SUPPLY LINE Reps wanted to 
handle complete line of Garden Hose, Sprinklers, 
Oscillators, etc. Excellent opportunity. Write giv- 
ing full particulars. Box A-38, c/o HarpWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Pwonesek th, Be-ea FY, Be 8) 





WAREHOUSE SPACE 
AVAILABLE IN PHILADELPHIA 


Now handling many national lines, has 
room for another volume line. We are 
now shipping orders for manufacturers, 
from Maine to Carolina. 


Box A-31, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











LINE WANTED 


Promotional Power Lawnmower 
wanted by well known 
representatives. Travel 
ing California, Arizona, Nevada. Can pro- 
duce good volume for the right line. Give 
full particulars in first letter. 


Box A-32,¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


line 
manufacturers 
four men cover- 














DO YOU NEED REPRESENTATION in the 
Arizona, New Mexico, and Southern California 
area? Have 30 years general hardware sales, and 
management. Am well known to wholesale, retail 
hardware outlets. Can furnish references on Na- 
tional, or local scale. Give complete details in 
reply. Box A-25, c/o Harpware AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE 
COVERING Ohio and western Penna. servicing 
Industrial, Hardware, Heating and Plumbing 
jobbers seeking to represent one Prime Manufac- 
turer. Box A-13, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





NEED REPRESENTATION IN NEW ENG- 
LAND? Four man sales force, established since 
1930, covers hardware, housewares, automotive, 
party and club plan, rack jobbers, super markets, 
jobbers, chains, department stores and large re- 
tailers. Can promote volume line. Inquiries in- 
vited from responsible manufacturers. Suite 314, 
43 Leon St., Boston 15, Mass. 





WANT SALES RESULTS? We get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines-—only 
highest grade considered. Write Box A-10, c/o 
HarRpwarE AGe, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE— 
now selling most of the hardware and mill supply 
jobbers in Eastern Pennsylvania, Southern New 
Jersey, Delaware, Maryland and _ metropolitan 
Washington with one leading manufacturers line. 
Can handle one good additional line to mutual 
advantage. College graduate; have good acquaint- 
ance throughout territory. Box A- 35, c/o Harp- 
warE Ace, Chestnut & 56th Sts., Philadelphia 


39, Pa. 





ACCOUNTS WANTED BUSINESS OPPORTUNITIES Mm = HELP WANTED | 


ane WANTED. Making plans for PAINT BRUSH MANUFACTURER—Home- 
1960. N. C. Sales office established among JAPAN owner or Syndicate Grade, excellent reputation, 
leading “RL and distributors and department sold exclusively to jobbers and chains, many 
stores. Maintain a Fifth Avenue display room. Established American Company spe- lucrative territories open, established accounts 
Force of three experienced salesmen make calls cializing in Hardware Tools and Ma- and leads furnished. Box A-19, c/o HARDWARE 
daily on the trade. Box A-29, c/o Harpware AcE, chinery Parts would like to act as a Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 
Chestnut & 56th Sts., Philadelphia 39, Pa. buying agent or represent interested 
Se ae American firms anticipating to purchase 
f: acess ony items in Japan. We acne ogy 
for western New Y ork and northe rn Posnaviventa, Central P.O. Box 667, Tokyo, Japan. POSITIONS WANT 
northeastern Ohio. Former wholesale hardware 
executive wants to sell to wholesalers. Experi 
ence: 35 years hardware wholesale management —_— - BUILDERS HARDWARE as 
and TAR a engineering. C anes and energetic. MAN, 56, experienced figuring Finishing Har 
Box 1227, c/o Harpware Ace, Chestnut & 56th ware from as plans rage specs. —- 
Sts.. Philadelphia 39, Pa. classes of building construction, desires position 
a SPECIALTY JOBBERS with dealer, distributor or manufacturer. Florida 
Looking for an additional lucrative line? area preferred. — “on on Fe AGE, 
'TYRACTIMNDE —mPPEecPrar _ Tie in with Sharon's expanding market on Chestnut & 56th Sts. iladeiphia 
Se mt 5 - gy REI ag mypclebendie ES. our Refillable Assortments. $2,000.00 in- 
wlesale hardware man with 25 years of ex- vestment sets you up with a complete in- 
perience forming new sales agency to call on New ventory and exclusive franchise with our 
fucerented. in’ sockamed’ pevasotional Hers ned | Pen aoe: and coopera CANADIAN “GENERAL WHOLESALE 
iterested in packaged promotional items an ri : AVELLER” ishes to move 
other lines. Give full details in first letter. Box SHARON BOLT & SCREW CO., INC. pre ee vencs eS roan euperiance. 
Phils = ae nae og AGS, Chestnat & SR Sts. Encteott S., Norwood, Mate, Six years travelling. Calling on dealers—plumbers 
Philadelphia 39, Pa. contractors -institutions blacksmiths, etc. Age 
41—-serious—*‘Good Money-Maker” presently em- 
ployed—admire and like Americans—Graduate of 


LaSalle University, salesmanship—New England 
BUSINESS OPPORTUNITIES MODERN AUTO ACCESSORY STORE— States preferred—Burlington or Plattsburg area. 
Established 12 years. Sales $50,000.00 with ab- Details on request. you have ay ge, to 
sentee ownership. Can reach $75,000.00 easily “GAIN.” Box A-33, c/o Harpware Ace, Chest- 
with owner on premises as competition just closed. yuyt & 56th Sts., Philadelphia 39, Pa. 
Hiave monopoly on bicycle and hobby business. 
NEW PRODUCTS Owner has other businesses. $15,000.00 required. 
Will sacrifice. Central Auto Stores, 90 Parker : 
I will buy tools, or designs, of prod- St., Gardner, Mass. Gna. Maggot bergen Py FOR oo 
. ; ‘ ro , . ‘ yy mature man wi > years of $s 
~ tay sa toe fe ot a Te sehen - cessful sales and management experience in both 
nbn EACeets; Susetan ry k a One: the retail and wholesale fields, calling on hard- 
Please send full details in first let- ware, drug, variety, and department stores. M 
ter CAL Engrg. Co., 1032 Gerhart, INDUSTRIAL SUPPLY BUSINESS. Estab- erate draw required, Box 1233, c/o Harpware 
Los Angeles 22, Calif. lished and continually in same location for over Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 
60 years. Immediate possession. Active accounts 
included. $45,000 required. Will also sell building 
or long term lease. Located on the South West 
side right in the heart of Chicago. Box A-30, c/o HARDWARE MANAGER, for store or hard- 
WANTED TO LEASE AND OPERATE Harpware Ace, Chestnut & 56th Sts., Philadel- ware dept. of building materials concern. Twenty- 
phia 39, Pa. _ years experience with present employer. 
Plumbing and Electrical Departments in Capable in ail phases of the business, including 
Ziecount house tree ef < tj in Ohi sales direction and promoting stable management- 
: ind we A aaah — i wi. employee relations. Applicant interested in a 
’enna., Indiana and Michigan. PLEASE greater job potential and salary increase ge 
SEND all particulars to HELP WANTED 41, married. Resume on request. Box 1204, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
Box A-39, e/o HARDWARE AGE phia 39, Pa. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 






















































































Hardware Marketing 
SALES REPRESENTATIVE, college gradu- 


WHOLESALE-RETAIL HARDWARE and Nationally known New England manufac- ate, family man, with 10 years hardware experi- 
Industrial Supply for Sale. Located in South- turer of builders’ hardware has an op- ence calling on wholesalers and dealers, desires 
west New Mexico in the heart of rich mining portunity for a man with proven adver- responsible position with reputable Manufacturer 
and cattle area. Established 46 years. Sales tras beti d ° d or Manufacturing Representative Agency. Prefer 
volume approximately $500,000.00. New modern ising, mar eting an promotiona record. 


; ‘ : . Maryland south through Carolinas. Will relocate. 
retail store, ideal climate. Reason for selling— Ideally, this experience would have been Box A-37, c/o Harpware Ace, Chestnut & 56th 
retirement and other interests. For details write: 


with a wholesaler. Sts., Philadelphia 39, Pa. 

Box A-18, c/o Harpware Ace, Chestnut & 56th . . 
Sts., Philadelphia 39, Pa. The successful applicant will have respon- 
é PE SSG EER Ss coe LF ae sibility for marketing policy and promo- 
YOU CAN’T BEAT THIS! Less than $.05 a yee ion ; tue ta . ed rt & PROMOTION MAN. Now covering Ky., Ohio, 
each for brass key blanks beautifully embossed c °?P o give increas support. Tenn., Eastern Ind., extensive acquaintance 
with your name and address in permanent, raised Please include complete information in among plumbing and hardware dealers and job- 
letters. More than 120 different numbers avail- first letter. bers. Desires connection with reputable firm as 


able. Every blank guaranteed! Full details in our exclusive representative or district manager. 
free bulletin #858. Write today. HAZELTON Box A-27. c/o HARDWARE AGE Resume sent or personal interview arranged on 


CHAIN CO. (manuf: acturers of key blanks & Chestnut & 56th Sts., Philadelphia 39, Pa. request. Box A-34, c/o Harpware Aceg, Chestnut 
sash chain), 81 Kemble St., Roxbury 19, Mass. & 56th Sts., Philadelphia 39, Pa. 


Don t miss the BUYING CHECK LIST on page 36 

















Fam MARSHALLTOWN 


MARSHALLTOWN TROWEL COMPANY ¢« MARSHALLTOWN, IOWA 
Want more facts? Circle 167, p. 41 
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. + DEALERS SELL 


FAMOUS BRAND 


TANDROTINE 


PAINT 
THINNER 


HIGHER MARKUP 
FAST TURNOVER 
PLEASANT ODOR 
NON-IRRITATING 
ECONOMICAL 

LONG LEVELING! 


ff 
| 
LHIGH mt "(a 
NON oy, 


—tt8in ractons, inc “547 


Gals. 


Ots. 
2 Pts. 


IN BOTTLES OR CANS 


TURPENTINE & ROSIN FACTORS, INC. 
@PRPNTINE & ROSE FACTORS INC. SAVANNAH, GEORGIA 


Want more facts? Circle 168, p. 41 














t Complete Metal Ladder Line 


The adjustable 
“runged" back of 
the ALL-WAY forms 
@ regular stepladder; 
can be used on un- 
even surfaces such as 
stairs, or tips upward 
to make an 
ed “extension.” 


Reg. U.S. Pat. Of, 











NESIUM LADDERS 


Outlast ... outperform other ladders. 


Write for full information, catalog and prices 
on complete line and other household products. 


HITE METAL ROLLING « STAMPING CORP. 
443 FOURTH AVENUE, NEW YORK 16, N. Y. 


PLANTS: Warsaw, Ind. and Brooklyn, N. Y. 
World's Largest Producers of Magnesium Products. 








Hager & Sons Hinge 
| Home & Co. Cerp: .. en a ee 


| Hyde Mfg. Co 





Want more facts? Circle 169, p. 41 
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-Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A M 


Ad-A-Luster Products Co... 6! 
Aluminum Co. of America 
Market Makers Program 92-93 
American Chain Div., Master Lock Co. . 
American Chain & Cable Mayes Bros. Tool Mfg. Co.. 
Co. 6 | Miller & Co., Inc., Robert E. 
American Grease Stick Co. 98 | Minnesota Mining & Mfg. Co. 
American Thermos Products 
Co., Hemp & Co., Div. .. N 
Ames Co., O. . 
Animal Trap Co. of America 70 Nicholson File Co. 
Arbogast Co., Inc., Fred.. 75 North & Judd Co. .. 
=— Wire Products Co.., 


Magic Iron Cement Co., Inc 
Mann Edge Tool Co. 
Marshalltown Trowel Co. 


0 


6 | Oxwall Tool Co. 
| 





Ps Screw & Specialty Co, =| rol co twit! 16-17 


P 


Bethlehem Steel Co. | secon aves, Ps 
Pioneer Gen-E-Motor Corp. 
Brown, Inc., John Clark . 105 | Porter-Cable Machine Co. 
Cc Pro Hardware, Inc. 
= Paint & Varnish 
Capitol Mfg. Co. H Inc. .. 
= sae ies 79 ieee Cordage Mills, Inc. 
ampion Bronze Powder 
Paint Co. 


19, 20 
90 


Ridge Tool Co. 


Denison-Johnson Corp. Rust-Oleum Corp. 


Detecto Scales, Inc. 
Devcon Corp. S 
De Witt Products Samson Cordage Works .... 
Drop-Lite Electric Mfg. Corp. 86 | Sandvik Steel Inc., 
Dun & Bradstreet, Inc. 55 Saw & Tool Div. 
DuPont deNemours & Co.., Savage Arms Corp., 
E. |., Finishes Div. Firearms Div. 
Dutch Brand Div., Shuford Mills, Inc. 


Johns-Manville Southern Screw Co. 
Standard Tool Co. 
Star Key & Lock Mfg. Co. .. 
Fram Corp. Star Metal Products Co. 


Fuller Tool Co., Inc. 
T 

Tate Co., E. H. ....69, 

Gering Products, Inc. tone Yemper Go, 


kles, Inc. 
Goodrich Industrial Products marae ag & Resin Factors 
Co F. 


105, 


Gardex, Inc. 


106 
74 


Greyhound Corp. 
Griffin Mfg. Co. 


H Union Steel Chest Corp. ... 66 
United States Caster Cup 
Mfg. Co., Corp., Div. of Childlore 


— Thermos Products Universal Exhibitions Ltd. ... 105 


| Hillerich & Bradsby Co., Inc. | Vv 
| Hines-Park Foods, Inc. 


{(Duncan-Hines Institute).. 99 Vichek Tool Co. 
0 


Ww 


Warren Tool Corp. 

Westinghouse Electric Corp., 
eA ee Prey 82-83 

Wheatland Tube Co. 

K White Metal Rolling & 
Stamping Co. 

Wickwire Brothers, Inc. 

Wissota Mfg. Co. 

Wood Shovel & Tool Co.... 

Woodhill Chemical Co. ..... 


Jacobsen Mfg. Co. 


Jefferson Screw Co. 


Kinnard Sales 

















Charles O. 


Larson Co., 





MAY Sih 


is a very 
important date 
to you... 


A date you just cannot afford to miss— 
it heralds the opening at Olympia, Lon- 
don, of the greatest Hardware Fair ever, 
and this ‘Trade only’ show lasts from 
Monday to Friday. See the latest range 
from all the leading manufacturers. Ad- 
mission by official invitation or Trade 
card only. Further details on application. 

















“WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 


international “SCOTCH eRANO MASKING TAPE WITH EVERY PAINT SALE!" 
Hardware Trades Fait (~~ -scotcr cats sics cum orm scauared vedener of 3m CoS: Pou 6 hm 
UNIVERSAL EXHIBITIONS LTD., 74, Holland Park, London, W.11. | DMitmmesora {mime ano fanuracrunine <> 





Telephone: PARK 7723 and 7360 | ooo WHERE RESEARCH 15 THE KEY TO TOMORROW 
Want more facts? Circle 170, p. 41 











Kenberry GADGETS 
ARE PROFITABLE | 


Sell Fast, Use 
Little Space 


Display as a family of 


Soa boards ev comer <2 4 | ; PLASTIC 
aE gy He waa "MIRROR Sle) 88) 4,> 


Tongs in many sizes, 
styles. Cheese Slicers. 
Jar Wrenches. Deluxe 
Rack. Skewers 
sizes. Lacing | 
Pins. Plate Hangers. | iis 
Potato Bake Rack. © Saat 
Broom Clips. Food i =— 
Mixers. Beaters. Many © ; iT HOLDS AND GIFTS 
other gadgets. : es RATT fs 
More than 50 FLEX-BLADE LIFTER & TURNER | so SOSH. HEUEENELS 


Kenberry GADGETS JOHN CLARK BROWN '«<¢ | Se HARDWARE SINCE 1872 


Ask your jobber 
or write for list BELLEVILLE 9,NJ. ) 7 a E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 














Want more facts? Circle 171, p. 41 Want more facts? Circle 172, p. 41 





EANS QUALITY 


MAYES BROTHERS TOOL MANUFAC 


Want more facts? Circle 173, p. 41 
HARDWARE AGE, january 28, 1960 © 105 











+ in PROFIT 
te in SALES 
4 in PRICE 


A NEW line made by a 
pioneer in the spray 
products field 


@ New controlled directional spray 
valve—improved in performance 
throughout. 


@® ALL POPULAR ENAMELS 
including METALLICS, 
CRYSTAL CLEAR PLASTIC, 
also LACQUERS, etc. 


@ GIANT 16 oz. can. 


@ Unlimited use — sell it 
for HOME, SHOP, 
FARM, INDUSTRY 


SUPERIOR 
QUALITY AT A 
COMPETITIVE 
PRICE! 


WRITE TODAY FOR FULL INFORMATION—DEPT. AGE 


pc 5 
BI ack be gat 
: nee 


¥ ee a eal a a 


@ 
champion BRONZE POWDER & PAINT CO., Inc. 
2101-21 North Elston Ave., Chicago 14, Ill. 


Want more facts? Circle 174, p. 41 





SHOWER 
CURTAIN RINGS 


hs 


BETTER HOUSEHOLD 
AROWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST © BOSTON. MASS. 
Want more facts? Circle 175, p. 41 








See Your Jobber 
or Write for 
Colorful 
Literature 


Sa aiial 4 
illinois 


CHAS. O. LARSON CO. 
Want more facts? Circle 176, p. 41 




















BLENDS EASY * NEVER BECOMES HARD 


BEYOND COMPARISON 


\ | Snow White plastic in a tube 
Li deed PROVEN FOR 


PERMANENT USE 
THRU THE LASTIOVEARS 


DE WITT PRODUCTS CO. 
FREESAMPLE 5868 PLUMER ST. DETROIT 9, MICH. 
Want more facts? Circle 177, p. 41 











REGULAR— 


7 sizes for every need 


Adjustable 


One set of 4 In a 

3-color box. {2 boxes 

in a 3-color display carton. 

SIZES: I'2", 4%", %e', %", He", Va". %". 


Ask your Jobber or write— 





DOMES °F SILENCE 


Extra case hardened. Excellent mirror finish, plas 
a heavy nickel plate. 


FURNITURE LEVELER-> 


Combina- 
tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


SIZES—I" base, 4 on 
card; i'4"", 2 on card; 
1'/,"", 2 on card. Drive 
into universal socket 
or 5/16" hole. 


NEW 
SELLING 
IDEAS 


Start a profitable Rental Business. 12 p. reprint 
tells what to rent, how to set charges, customer 
agreements, bookkeeping forms, and other in- 
formation. Send 25¢ to Reader Service Dept. 
for your copy. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39, Pa. 








one set of & Scolor 


GENUINE, ORIGINAL | 
| E ( 


INSULAT 
FURNITURE GLIDES 


RUBBER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 


SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE, 


AN 


Wit 


y\\\ 
WY 


: 


\\\ 
AN 


é 


it 


( 





ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 





106 © HARDWARE AGE, January 28, 1960 


Want more facts? Circle 178, p. 41 








How to Get | 
108 Tools 


me) Uwe Mepc(- 


HYDE  7he Line that does the Selling Job for You/ 





